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@ What an opportunity to 
make 1936 a year of outstanding 
sales records and profits with the new 


line of APEX REFRIGERATORS! 


A sensational line—literally bulging with features—39 
of them that give you an endless supply of selling points 
to create quick and enthusiastic buyer acceptance! 
Crack open your 1936 market with this 39-feature 


line, and take advantage of the fast build-up possible 
with these money-makers. 


Visit the nearest Apex display room and see for your- 
self why dealers are so enthusiastically placing orders. 


Sliding Fruit Basket Or write us today for 
. full details. Get going 
“ with Apex, and learn 

what REAL SALES 
= VOLUME in dollars and 


cents can mean to you! 


fit » 
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SPIN DRY 
WASHER 


@ Here’s a value that really 
talks BUSINESS! A new Apex 
Spin Dry Washer with exclusive 
Sterilizing Rinse —lower in price by $30! 

This new Apex Washer has all the features of the 
Apex Deluxe Model, with which Apex dealers 
increased their 1935 Spin Dry washer sales 250%! 


Think of the added profit opportunity this new 
lower-priced model will give you. Nothing else on 
the market can touch it for value and buyer-arrest- 
ing features. It means LARGER VOLUME sales, 
in the price class where EACH sale means MANY 

MORE dollars profit. 


Apex Sterilizing Rinse 
Get going—head your 

1936 washer sales with 

this sensational value 

leader now! Write 

for details! 


} 
APEX ROTAREX CORPORATION @ Cleveland, Ohio & ; he Denver, APEX ROTAREX MANUFACTURING CO., Oakland, Calif 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING COMPANY mh > In Canada, ROGERS MAJESTIC CORPORATION, Limited, Toronto, On! 
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Merchandising Month 
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electrification it now appears that 

the appliance dealer is going to 
get a licking. He will unless he makes 
enough noise about it to make an 
echo in Washington and even then he 
can be hurt unless the manufacturers 
stand to their guns and protect him. 
Here is what is going on: manufac- 
turers are receiving letters from Farm 
Cooperatives like the following: 


I: ALL the excitement over rural 


Re: Washing Machines 


We are interested in receiving your 
distributor's proposition on washing 
machines. 

The distribution of electrical ap- 
pliances to the customers on our 

) and other REA proj- 
ects in ( ) will be made 
through our authorized county Farm 
Bureau dealers. The purchasing and 
billing will be made through our 
wholesale purchasing department at 
{ ). The possible volume is 
arge enough to warrant considera- 
tion, there being more than three 
thousand families on the ( ) 
project. 

We wiil presume, therefore, that 
in the event you care to submit a 
proposal on your products, the same 
will be made on the basis of our 
dealing direct with your factory at 
the maximum jobber discounts. May 
we hear from you? 


Yours very truly, 
Purchasing Department 


N THE face of it, this is an ef- 

fort to obtain wholesale prices 

for the cooperative members on wash- 
ers, ironers, ranges, refrigerators, 
pumps and all other equipment which 
the farmers will have to buy. It is the 
old wholesale-price-to-consumers evil 
in a new and highly aggravated form. 
The time to begin fighting it is 
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now. Dealers should watch closely 
the REA projects in their territories. 
If there is anything like group pur- 
chase of appliances in the program, 
complaints should be registered with 
the Congressmen from the district. 
The money for these cooperative lines 
is coming from Washington, and 
Congressmen have their ears to the 
ground this year. Furthermore, the 
dealer should satisfy himself as to the 
policy of the manufacturers he repre- 
sents. 


T IS true that little accomplish- 

ment has so far been achieved by 
the Rural Electrification administra- 
tion. 

After six months of intensive ef- 
fort, only $3,000,000 has been re- 
leased in seventeen loans to finance 
2,732 miles of electric line serving 
10,538 customers in rural sections. 
Which may sound picayunish when 
compared with the $100,000,000 ear- 
marked for rural electrification last 
spring, or with Administrator Cooke's 
announced intention to double the 
750,000-odd farms now connected 
with central stations. But there have 
been difficulties and REA, by no 
means ashamed of its record, expects 
to step out in the immediate future. 

Much of REA’s grief has been due 
to two limitations: first, that pregnant 
word “self-liquidating,” second, the 
statutory requirement that municipal 
and farm co-operative organizations 
must be given precedence over estab- 
lished privately-owned utilities. The 
latter made it impossible to accept a 
blanket program submitted by the 








utility companies en masse offering to 
take over the entire $100 million and 
a little more to boot, with the result 
that the private interests, for reasons 
not definitely stated, have since shown 
a distinct aloofness toward the entire 
program. Municipal plants have not 
been overly anxious to extend their 
facilities into thinner territory, al- 
though a few applications have been 
received and one, Dayton, Tennessee, 
has been granted a loan of $38,058. 
But REA’s principal field of opera- 
tions has been, and is, among the 
farmers’ cooperatives. 


v 


ECAUSE a more rapid rate of 

progress is now expected in ex- 
tending rural electrification through 
these cooperatives Electrical Mer- 
chandising believes the trade should 
be prepared for action. Co-operative 
enterprise of this nature enlarged to 
the scale which the program contem- 
plates is a serious threat to the deal- 
ers business in appliances. The utili- 
ties can build rural lines as rapidly 
as is economically justified and create 
the resulting business and benefits on 
a sound basis. On this matter, as on so 
many others, the interests of the trade 
and the utilities are one. 


RO pp 


EDITOR 











The Weekly Contact Plan 


AGING all retail appliance 

salesmen—those who are on 

their toes, proud of their profes- 
sion and anxious to get ahead! How 
would you like to gain at least a 75 
per cent increase in earning power, 
starting next week? This article will 
show you how, if you adopt and carry 
through the weekly contact plan it 
suggests. These are the ideas gleaned 
from research reports of an even thou- 
sand retail salesmen—I am just the in 
terlocutor. I’m not writing to you—a 
thousand men are. Take their exper 
ience to heart. Apply it. Be a winner 
in this most fortunate appliance year, 
1936! 

Why do I say a 75 per cent in 
crease in earning power? Well, the 
average appliance salesman now aver- 
ages a monthly income of $150—upon 
a 15 per cent commission (and some- 
thing is wrong with the merchant 
who doesn’t give his retail salesmen 
that break), and assuming that the 
salesmen—selling refrigerators, ranges, 
washers and ironers—averages a $100 
unit sale; the weekly contact plan 
herein described is designed to create 
a minimum of four sales per week, 
making possible an income of $264 
per month which, compared to the 
present average earning power, is 76 
per cent greater. 

This increase can be achieved by 
anyone who goes through the right 
motions herein outlined. In fact, those 
who are especially efficient, can go far 
beyond this level—because earning 
power is controlled by two things: 

(1) The efficient use which the 
individual appliance salesman makes 
of his time and 

(2) The effectiveness of the sales 
story he tells. 

The first is the only consideration 


involved in this article. So, if you are 
sure the story you tell is as persuasive 
as it can be, you can be sure that you 
will gain an even greater increase in 
earning power if you adopt the week- 
ly contact plan which is suggested. 
After all, what can be more important 
than to increase one’s weekly income ? 
That is why this subject has been 
chosen as the first and most important 
of all sales training essentials to be 
considered in this 1936 series of Elec- 
trical Merchandising articles. 

Before me are scattered the reports 
from this even thousand appliance 
salesmen. They teach me plenty. Some 
qualifications are in order to get to 
the heart of this plan which will in- 
crease individual earning power. Ana- 
lysis of these replies shows me that 
95 per cent of all salesmen know that 
they can sell all appliances, rather 
than to specialize on just one. I mean 
by that, the salesman can sell refrig- 
erators, ranges, washers and ironers to 
the same prospects by the same meth- 
ods, and use the same presentation 
process. So this article assumes that 
type of retail sales performance, and 
its data are built on that basis. 

Second, analysis shows that the 
average appliance salesman spends 
only 58 per cent of his time facing 
the prospect; the rest being frittered 
away in pauses between contacts. This 
article is based upon removing much 
of that waste; in fact, making at least 
90 per cent of the salesman’s time 
really effective from the selling stand- 
point. 

Third, analysis proves that the time 
of the average salesman is evenly div- 
ided between daytime and night sell- 
ing; so the weekly contact plan herein 
suggested is based upon a 12 hour 
day, five days each week, a total of 


PERSONAL 
MAILING 2% 


STORE 
DEMONSTRATION 
25% 


A sales program that 


will increase the retail 


salesman’s earnings to 


oa 
a minimum of 


$264 a month 


By 
Gerald E. 


Stedman 
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60) weekly hours in which the sales- 
man hustles as much at night as dur- 
ing the day. 

Fourth, a survey among thousands 
of owners indicates that 67 per cent 
of the final buying decision for any 
home appliance is reached in the home 
when husband and wife are together ; 
in fact, the wife plays an 87 per cent 
control in initiating the purchasing in- 
terest, while the husband plays a 55 
per cent part in determining the final 
buying decision. So, this weekly con- 
tact plan is aimed at reaching both in 
the home during evening hours. 

Fifth, research among 35,000 
housewives shows a 1936 buying in- 
tent for refrigerators, ranges, wash- 


PRESENTATIONS 


ILLUSTRATIONS 
BY 
B W. SCHLATTER 


For example, four of each ten 
families now own an electric refrig- 
erator, and two additional families of 
each ten expect to buy in 1936, When 
specializing in refrigerators alone, the 
appliance salesman would be able to 
uncover only 22 per cent of the total 
prospects he could when selling all. 

“Plan your work and work your 
plan” is a sterile admonishment that 
has tritely appeared in almost all 
sales training manuals that have been 
produced—sterile, I say, because it 
has been so little followed in actual 
practice. Less than 40 per cent of 
these thousand salesmen work on a 
planned basis of any kind. And I stop 
here to deduce one of the most impor- 
tant conclusions of this entire re- 
search—the average monthly sales per- 
formance of those salesmen who work 
by plan is 122 per cent better than 
that of those who do not. Obviously, 
then, a weekly contact plan religious- 
ly followed, is the one thing most im- 
portant to gain increased earning 
power. Why, with all this emphasis 


WEEKLY CONTACT PLAN 


Time per 
Contact 


% of Selling 


Activity 


Weekly Sales Meeting 
Routine Records 

?ersonal Mailing 
felephone Canvass 

Cold Canvass 20 
Owner Calls _ 
Home Presentations a * 
Store Demonstrations 


TOTAL 


” 


ers and ironers among nine of each 
ten families. 1 mean that in any aver- 
age residential block of 50 homes, at 
least 45 families can be found who 
are interested in buying new, or re- 
placing one or more of the appliances 
mentioned, and the contact plan is 
built on the basis of a salesman selling 
all products direct. Thus, he is able 
to capture this full interest, rather 
than the fractional interest for any 
one particular electrical appliance. 
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Sales 
Weekly Presen- 
Calls tation 


Minutes Minutes Points 


Per Day Per Week 


10 
20 
10 


S8asss 


that has been placed upon it, is it so 
neglected? The answer, as I see it, is 
that no ene has ever suggested defi- 
nitely and completely of what such a 
weekly contact plan should consist. 
Either that, or the average appliance 
salesman is too dumb to learn, and 
admiring him as I do, being intimate- 
ly acquainted with over two thou- 
sand of them, I am not willing to 
admit that. 

Time is the appliance salesman’s 


capital. If he fritters it away, he 
loses. If, by the adoption of a weekly 
plan that budgets his time, he makes 
more effective use of it, he wins in 
proportion to how well he holds him- 
self on the track of the weekly pat- 
tern he has set up. Each moment of 
each day in the salesman’s life has a 
potential monetary value. For ex- 
ample, presume he wants to earn $60 
per week for 60 hours of efficient 
work. Each hour of his time is worth 
$1.00, and if he wastes an hour of it, 
he is throwing away $1.00. Based 
upon planned activity, he realizes 
the full potential monetary value of 
time. Unplanned weekly activity 
always results in much wasted time, 
and in consequence, the failure to 
capitalize fully upon his time, so that 
each week finds him without the 
earnings of lost sales which he might 
otherwise have had. 

A weekly contact plan that pro- 
vides a pattern to measure one’s sell- 
ing efficiency by—a weekly goal to 
shoot at in the earnest striving to 
make more of one’s time effective in 
real selling activity, is without a 
doubt, the greatest essential for suc- 
cess for the appliance salesman. All 
this is self-evident and the only 
shock I have is that so few recognize 
its importance and govern their seling 
activities accordingly. 

There is entirely too much theory 
in sales direction, usually. Some bird 
who never sold door-to-door in his 
life rigs up a theoretical pattern that 
could never be lived up to, and with 
a fanfare of hurrah tries to crowd it 
down our throats. After a day of try- 
ing to get it into action, we become 
aware that it cannot be negotiated in 
actual practise, and drop it like a hot 
iron. The bad part of it is that such 
experiences sour us on all ideas to or- 
ganize our selling time more effec- 
tively—thus when something practical, 
sound and resultful comes along, we 
may not give it the play it deserves. 
And that is the big fear I have in giv- 
ing you this weekly activity plan. But, 
although I haven't deposited a sum 
in any bank to cover the hazard, I 
love to gamble enough to wager that 
your earning power as‘a retail appli- 
ance salesman wil be definitely in- 
creased within 30 days, if you will 
follow the plan set up. In reality, 

(Please turn to Page 12) 
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NITIAL sales of ranges im) ary 
territory are to the more wealthy 
or at least to the “comfortably 
fixed” citizens of the community. But 
the Pacific Northwest has been selling 
a long time. With satura 
2 to 47 per cent among 


ranges tor 
tions of trom 
domestic consumers, it can no longer 
look for a large number of sales among 
the upper group. The tendency during 
1935 in this district has been defin- 
itely to place the emphasis upon sell 
ing customers in the lower 
brackets and 
age dealer sales. 

The experience of the Pudget Sound 
Power & Light Co., with head 
quarters in Seattle, is typical. At the 
beginning of the year this company 


income 
incidentally, to encour 


made a survey of its range situation 
starting by making an ae tual count 
of ranges on their lines. They found 
that the actual saturation was some 
what below that hitherto assumed 
being 20 per cent, instead of the es 
timated 35 per cent. Their second 


program of investigation covered all 
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Lewis A. Lewis 
Assistant General Manager in 
Charge of Sales 
Washington Water Power Co 


nual consumption by range consum- 
ers and yielded the disappointing in- 
formation that the annual revenue 
from this source was considerably less 
than the usually accepted figure. 
Thirdly, they analysed their custom 
ers, dividing them into three classes 
according to purchasing power. Class 
\. consisting of 8,600 customers 
showed a range saturation of 47 per 
cent. Of Class B’s 81,800, 25 per cent 
owned ranges. Among the 49,490 in 
Class C, only 7 per cent were range 
owners. The conclusion from this sur 
vey was that it was more important 


A view of Portland, O., from the air 


How RANGES a 





re 


By Clotilde Grunsky 





A. C. McMicken 


General Sales Manager 
Portiand General Electric Co. 


to direct sales effort to the 107,430 
non-range owners in Classes B and C 
than to bother with the 4,500 Class 
A customers who did not yet cook 
electrically. The company therefore 
inaugurated a low down payment, 
small monthly payment plan, featur- 
ing a $90 (cash) range at $2 down 
and $2 per month. Water heaters, 
which were included in the same plan, 
sold at $128 installed. The total quota 
of 5,500 ranges and 5,200 water heat- 
ers was broken down to one of 52 
water heaters and.55 ranges per sales- 
man, each man covering 1,400 cus- 
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tomers in a rough division of the ter- 
ritory. Dealers were included in the 
plan, $10 per range or $15 per water 
heater being allowed for sales, the 
credit of which was approved by the 
power company credit department. 
The City of Seattle also featured 
low down payments and monthly in- 
stallments in their merchandising of 
electric ranges with a reduced rate 
on electric wiring. They retail ranges 
at 16 per cent below list, making a 
trade-in allowance on old ranges and 
furnishing a 100A cabinet where 
needed on purchase of a range. On 
conditional sales they gave up to six 
years, with terms at 6 per cent. Thei: 
quota for 1935 was 1,500 ranges and 
the actual number sold was 2,253. 
This compares with 1,153 for 1934 
a gain of 100 per cent. The annual 
average consumption per domestic 
consumer was 1,050 kw.-hr. and the) 
have 27,812 ranges among 79,548 do 
mestic consumers. During 1935. the 
net gain in ranges was 1,346, in 
1934 only 105. They do cooperative 
advertising with manufacturers only. 
Ninety per cent of all range sales 
made in Seattle were made through 
the Pudget Sound Power & Light 
Co. and the City Light Department 
The Idaho Power Company, which 
won the 1934 George A. Hughes 
award for the greatest advance ot 
electric cookery during that year, 
faced at the beginning of 1935 the 
problem of maintaining an alread) 
high saturation in electric ranges. The 
peak of 47.1 per cent range satur: 
tion reached in 1932 had dropped 
slightly to 43.53 at the beginning ot 
1935. It was estimated that with a 
five per cent replacement among 16 
000 range owners, it would require 
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Seattle, Washington covers a wide area and is the home of the 
Puget Sound Power & Light 


the sale of 800 new ranges simply 
to maintain the level. The quota for 
the year was placed at 1,140 ranges, 
of which it was planned that 885 
should be sold by power company 
salesmen, 520 by dealers. Actual sales 
through both channels up to and in- 
cluding the month of October were 
reported as 2,407 ranges, with two 
months of the year still to be heard 
from. Emphasis has been placed on 
dealer selling. With the acceptance of 
electric cooking already well estab- 
lished in this territory, it was felt 
that there was no reason why every 
dealer handling cooking equipment 
should not carry electric ranges on an 
equally favorable basis with other 
stoves. The power company maintains 
a policy of fair competition and dealer 
cooperation. A cooperative organiza- 
tion under the title of the Electrical 
Equipment Sales Association has been 
set up in each of the company’s six 
districts, under which a Refrigeration 
and Cookery Bureau plans and car- 
ries out cooperative range selling ac- 
tivities. 

The Washington Water Power 
Company of Spokane, Wash. started 
the year with a campaign to replace 
obsolete ranges, which resulted in the 
replacement of about 250 old ranges. 
Following this activity, they conducted 
a six months’ continuous program for 
the sale of electric ranges and water 
heaters. With a quota of 642 electric 
ranges established for this period, ac- 
tual sales were 970 (including dealer 
sales), or 150 per cent of the number 
anticipated. December called for a 
third range campaign which was ex- 
pected to net 120 sales. 

The Washington Water Power 
Company sells electric ranges at the 


sugested factory list prices, plus a fi- 
nance charge, the amount of which 
depends upon the duration of the con- 
tract up to a maximum of 24 months. 
The usual practice of the company 
is not to do free wiring, but durig 
1935 a four weeks’ free wiring offer 
was made in which dealers were al- 
lowed to participate upon. condition 
of their doing a minimum amount of 
advertising. The cmpany does no deal- 
er financing, but does work with 
dealers from time to time in a co- 
operative advertising plan under which 
the power company pays for general 
announcement and heading and deal- 
ers pay for space at their usual con- 
tract rates. This has been found ef- 
fective in concentrating and focusing 
the advertising and sales promotion 


work, resulting in better consumer 
attention. 
The present range saturation in 


the territory of the Washington Wa- 
ter Power Company is 27 per cent 
among 52,863 consumers. Total sales 
of ranges for the year have reached 
1,381 (Nov. and Dec. estimated), of 
which 476 were sold by dealers. This 
compares with 830 ranges sold in 
1934, of which 290 were sold by deal- 
ers. At the present time dealers are 
doing about 50 per cent of the range 
selling job, most of the sales being 
made by department stores and furni- 
ture stores. A quota of 1395 ranges 
has been set for 1936, of which deal- 
ers are expected to sell about 495. 
During the comin gyear the com- 
pany plans to carry out much the same 
policies which it has been following. 
It will, however, broaden its advertis- 
ing policy on a more promotional bas- 
is, featuring the use points of electric 
equipment and allowing dealers to 
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fin the Pacific Northwest 


The 1935 sales, saturation, advertising, promotion 
and merchandising experiences of the Puget 
Sound Power & Light, The City of Seattle, the 


Idaho Power Company, the Washington Water 
Power Company, the Portland General Electric 
Company, the Northwestern Electric Company, 
the Pacific Power & Light Company and the British 
Columbia Electric Railway Company. 


emphasize their particualr products. 

The adoption of free range wiring 
as a continuing policy was the event 
of the year in Portland, Oregon. Here 
two power companies started with a 
free wiring offer in March of 1935 
and have continued it so far to date. 
The Portland General Electric Com- 
pany reports that up to November 
28, that is, after 37 wecks, it has 
provided 2,395 wiring jobs, of which 
$21 were for ranges sold by them, 
830 for ranges sold by dealers and 
744 for so-called “customer-owned” 
ranges—that is, ranges which had gone 
out of use because of moves to less ex- 
pensive unwired homes and also 
ranges brought into the city from 
outside. 

It is figured that about 58 per cent 
of the ranges sold during this period 
have required free wiring, the other 
42 per cent going into homes already 
wired. The total number of additional 
ranges on the company’s lines during 
1935 will amount to about $4,000, 
of which it is estimated that 831 rep- 
resent old ranges put into use again, 
the remainder being new sales. Of the 
approximately 3,200 ranges remaining, 
dealers have sold somewhat more than 
50 per cent. In this record one de 


partmenut store and one furniture 
store have been outstanding in their 
achievents. One interesting factor 
has been that prior to the free range 
wiring offer, there were less than a 
dozen dealers in the entire territory 
who were pushing electric ranges. 
Since the inauguration of the present 
campaign, 63 dealers have participated 
by selling one or more ranges. 

The company has a present range 
saturation of about 22 per cent in 
homes and apartments (94,821 resi- 
dential customers and approximately 
6,424 apartments). Owing to the al- 
ready high saturation and general ac- 
ceptance of electric cooking, neither 
rental nor trial plans were felt to be 
advisable. The free wiring offer has 
been directed toward the customer in 
the lower income brackets, reaching 
the man who could not afford to add 
the cost of wiring to the initial cost 
of the range. This form of reducing 
prices was adopted as being spectacu- 
lar and perhaps offering more adver- 
tising points than low terms. 

The other company in the Portland 
territory, the Northwestern Electric 
Co., also participated in this free wir- 
ing campaign. This company does no 

(Please turn to page 80) 
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1/3 MORE “Front” Shelf Space—New and 
Provable Current Economy — Utterly New 
Convenience — All Make STEWART-WARNER 


our Bost Bel for 1936 


NO REFRIGERATOR EVER OFFERED HOUSEWIVES $a Muck BEFORE! 





Amazing SAV-A-STEP, SLID-A-TRAY and many other 
new hits give you what it takes to OUT-DEMONSTRATE 
and OUTSELL your competition —AT A PROFIT! 


@ The biggest “edge” over compe- 
tition you'll see this season is yours 
with these beautiful new Stewart- 
Warners! From top to bottom, they're 
built to make plenty of sense to your 
prospects—and therefore make sales 
and profits for you. 

They have eye appeal galore. They're 
the handiest, roomiest refrigerators 
ever built. With SAV-A-STEP, SLID- 
A-TRAY, TILT-A-SHELF and other 
improvements, the housewife can ar- 
range foods to suit herself—and still 
have everything at her fingertips. Be- 
cause there’s actually 30% more “front” 


shelf space in these Stewart-Warners. 

Best of all, your profits stick! The 
famous Slo-Cycle twin-cylinder com- 
pressor has amazed Stewart-Warner 
dealers with its exceptional freedom 
from service losses—and turned own- 
ers into boosters by its extreme econ- 
omy, quietness and ample reserve 
cooling capacity. 

There’s amazingly good news for 
you in every word of the Stewart- 
Warner story. Hear it all without 
obligation before you go into your 
big season. Phone or wire your 
Stewart-Warner distributor now. 


STEWART-WARNER CORPORATION, 1828 Diversey Parkway, Chicago 


STEWART 






WARNER 
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E. N. Hurley, Jr., President of the 
camera as he spars with C. G. F se eg 


and reelected 
licity expert of the Ks oe 


Washer Men 


Continuation of the radio 
broadcasting promotion of 
washers and ironers is voted 
at the annual meeting of the 
American Washing Machine 
Manufacturers Association 

. Herewith some candid 
shots of some of the principals 





Walter Voss, vice president of the Voss Bros. 
Manufacturing Company, talks things over with 
Marshall Scott, president of the Barlow & Seelig 
Manufacturing Company. 
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E. V. Ochlers, vice president 
Stratton Corporation, looks as 
be pouring himself a drink of 








Here’s another shot of J. H. 
ciation secretary, chatting with S. S. athena 
president of the Holland Reiger Company. 





George and Al Haag, the two well-known owners 
of the Haag Bros. Company, seem to be enjoy- 
ing the proceedings of the annual washing ma- 
chine association meeting. 
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ANNOUNCING THE 1936 NORGE... 


ROLLATOR REFRIGERATION... 


Noree has pioneered many of the most important improve- 
ments in electric refrigeration. This process of development has 
been careful, surefooted, and painstaking. Every step has been 
thoughtfully engineered. Every slightest change has been super- 


tested—at the factory, in experimental laboratories, in homes. 


American housewives expect siastic users—is now still further 
im proved. 
The 1936 Norge Rollator Re- 


frigerator, in design, efficiency, 


great things of Norge. They look 
to Norge to be the first to pioneer 


new developments of proven merit. 





But in all pioneering, Norge wants _— convenience features, flexibility of 


proof—indisputable proof. interior arrangement, economy of 


Year after year, Norge goes to 
the women of America for facts— 
facts which will enable Norge to 
build the finest possible refrigera- 
tor, to best serve the American 
home. In the light of these facts, 
the 1936 Norge Rollator Refrigera- 
tor was designed, built, offered to 
the public—the greatest Norge of 
all time. 

Again, Norge has done the 
“impossible.” The Norge that has 
been proved by every kind of 
scientific and practical test—the 
Norge that has been approved by 


hundreds of thousands of enthu- 


Autobuilt 
Washer for long 
years of dependable 


service. 


Norge Concentrator Norge 
Gas Range for bet 
ter cooking results, 


greater economy 
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operation, is by far the greatest 
Norge of all time. 


Write for complete and specific 
information about the new Norge 


Rollator Refrigerator—or any 


other of the distinctive Norge 
home appliances. Learn about the 
big profit opportunity in “going 
Norge.” 


NORGE DIVISION Borg-Warner Corp 
606-670 E. Woodbridge Street, 
Detroit, Michigan 
THE ROLLATOR COMPRESSOR 
smooth, easy, rolling power, 
instead of burried back-and- 
forth action. Resulti—more 
cold for the current used, 
and a mechanism which is 





—<sz f ing. 
= almost everlasting 


ROLLATOR REFRIGERATION 


Norge Quality 

Ironer, easy to learn 

to use, fast and effi- 
cient. 


Norge Whirlator 

Oil Burner for max- 

imum heating eff- 
ciency. 


DOMESTIC AND COMMERCIAL REFRIGERATION 
RANGES «+ WASHERS AND IRONERS + 
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GAS AND ELECTRIC 
OlL BURNERS « 
FINE-AIR FURNACES + AIR CONDITIONING + CIRCULATOR ROOM HEATERS 


WHIRLATOR 
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Top—M. G. Stokum, sales manager of the S. H. Cohen Appliances 
Company, Houston, Texas and (below) a group of district managers 
and sales instructors responsible for the training of salesmen to the 
rigid requirements of the company. 


EFRIGERATORS are built 
R ecortine to a plan, a definite 

pattern or design. And there 
is one electric refrigerator dealer who 
sells in the same way by having a 
charted course, every step planned 
and directed according to a sales for- 
mula. Of course there are those who 
say that selling can’t be successful 
where a rigid system is adhered to; 
but here is where the human element 
comes in, and a part of this plan is 
that of teaching salesmen how to 
properly analyze prospects. 

This definite course is responsible 
for the S. H. Cohen Electric Appli- 
ances Company, of Houston, Texas, 
seling 450 refrigerators in 1935 with 
an average unit sale of $237.50, or 
about $60 above the general average 
unit sale by most dealers. 

M. G. Stokum, sales manager of 
this firm, has a definite training 
school and system for his salesmen, 
one worked out from good ideas ob- 
tained frm many fields. His first step 
is the selection of good raw material. 
Eighty per cent of the salesmen em- 
ployed by this firm are college gradu- 
ates. No man with refrigerator selling 
experience is employed. 
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All salesmen that qualify are as- 
sured of a living salary. The train- 
ing course is thorough, really con- 
sisting of three courses. The first 
course is the psychology of selling; 
and it is taken step by step in this 
order: How to contact a prospect, 


. how to analyze a prospect, the de- 


velopment of the lead, the presenta- 
tion of the merchandise, the proof of 
the presentation, and the final close. 

Mr. Stokum explains, “The aver- 
age refrigerator salesman makes con- 
tact then goes directly to talking 
terms, which is the close, omitting all 
creative selling. And unless this type 
of salesman stumbles into a prospect 
who is waiting with open arms to 
buy a refrigerator, he makes no sale. 
Our step by step selling creates a 
desire and makes a customer out of 
the prospect that did not know he was 
in the market for a refrigerator. 

“Our second training course is that 
of teaching salesmen to know their re- 
frigerator and refrigeration—not too 
technical, but the basic things, and 
how our unit compares with all com- 
petitive units as to price, cost of opera- 
tion, capacity, etc. There is no guess 
work here. 


How a Charted Course Steps Up the | 


Unit 
Refrigerator 


Sale 


The S. H. Cohen Electric Appliances 
Company of Houston, Texas, sold 450 
refrigerators in 1935 with an average 
unit sale of $237.50... Three training 
courses for salesmen do the trick. 





Demonstration is, of course, an important part of the sales training that 
is required. Comfortable seats are provided for customers. Photo from 
S. H. Cohen Appliances Company. 


“Our third training course is just 
plain business psychology. We make 
a man proud of his profession, show- 
ing that this industry is starving for 
trained men. We appeal to his pride, 
to his family responsibility, and we 
keep him climbing. We demand clean 
selling. We back up any promise a 
salesman may make; but if the prom- 
ise is shady, there is no third time 
for such a promise. 

“Incidentally, our training has 
been so thorough that three of our 
former salesmen left us to accept po- 
sitions as sales managers of other 
electrical refrigeration firms. We like 
to see our men keep climbing even 
though it means losing them for our 
own organization.” 

All salesmen for the S$. H. Cohen 
Electric Appliances company are paid 
a flat salary plus a bonus if earned. 
On refrigerators, this salary starts at 
$20 a week and up to $35 a week. 
Salesmen mus sell above $800 a 


month to earn a bonus, which is a 





flat 10 per cent above $800. If $800 
is not reached for a month, a sales- 
man is given two additional weeks in 
which to meet his quota. If he yet 
fails, he is discharged. On this point 
Mr. Stokum explains, “Any  sales- 
man selling a unit can maintain his 
quota—if he can’t sell that volume, he 
is in the wrong business and we do 
him an injustice to keep him. We 
won't keep any one that can’t earn a 
good salary, for it takes a happy sales- 
man to make good. 

“We pay a salary so we can dictate 
the selling methods of our salesmen. 
We work 12 men throughout the win- 
ter months and 22 men during the 
heavy season. We add some temporary 
men during season, letting them know 
the job is temporary, but from these 
new men, we obtain our permanent 
men. Our turnover is very small in 
salesmen. 

“We require each salesman to make 
35 canvass calls each morning and 15 
call-backs in the afternoon. This 
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—and, at the same time, gives a new 
meaning to the phrase DEALER PROFITS 









N 
Automatic ° _ 
interior Big Ria, 
light fast-freezing 
Sanalloy 
———— Froster 
Handsome 
Moonstone 
New 
Ware Food helf 
Saver Adjusto 
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all- steel a 
cabinet — Time-tested 
reinforced Hermetically- 


with steel 


A two dimension selling opportunity — selling the same QUALITY 
that has given the Westinghouse Refrigerator a nation-wide reputa- 
tion as a product —- and now adding to that quality MORE DOLLAR 
VALUE. 

A two-dimension profit opportunity for every Westinghouse Re- 
frigerator Dealer an opportunity to sell to a larger value-seeking, 
volume market — and an opportunity for bigger RETAINED PROF- 
ITS through Westinghouse /ower service costs. 

In this fiftieth year of Westinghouse progress the Golden Jubilee 
Refrigerator Program holds to and enlarges the essentials which have 
contributed so largely to the success of Westinghouse Refrigerator 
Dealers in the past. 

These dealers know from experience how it pays to RIDE WITH 
A WINNER —_ know that the great buying public is not stampeded 
one way or another - know that MORE DOLLAR VALUE linked 
with time-tested quality and service is, after all, what the public wants. 

Write for the details of the Westinghouse 
Golden Jubilee Refrigerator line, and selling 
program; or use the convenient coupon. 
WESTINGHOUSE ELECTRIC & MANUFACTURING CO 
MERCHANDISING DIVISION a MANSFIELD, OHIO 








Set meets vary- : Ty 
na sac Wilkie 
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NOW. WESTINGHOUSE 


puts a new meaning behind the 


word 


7-point 
Large N Temperature 
capacity Selector 
Water 
Cooler 


improved 
Micarta Eject-o-cube 
door oe 
trim “ 


white Dulux 
finish —easy 






































Westinghouse, Mansfield, Ohio:— 


Please furnish the details of the Westinghouse Golden 
Jubilee Refrigerator program. 
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amount of work keeps salesmen work- 
ing hard; but we know it is successful 
for the difference between our lowest 
men and our highest salesmen is note 
as great as in most organizations. 

“Each salesman must file a call 
card daily; and if any of the prospects 
are out on the street and block he is 
working, he must specify, and these 
‘outs’ are given back to him the fol- 
lowing morning for him to contact. 
Each salesman must file a daily report 
that is entered in a report book. If he 
does not report, he does not get paid. 
Then during our three-quarter hour 
sales meeting each morning, I give 
each salesman cards listing his ap- 
pointments for the day or evening as 
the case may be. 

“Sixty per cent of the sales are 
closed by me personally as sales man- 
ager, for our salesmen bring in pros- 
pects for closing. Trying to close in 
the home is using only the voice appeal 
and overlooking the eye appeal, the 
strongest selling factor. It is pretty 
easy to get a prospect to the store to 
look if he feels no pressure will be 
applied ; then it is pretty easy to close 
when the merchandise is there to 
arouse desire for ownership. 

“We never send out a refrigerator 
until the customer has seen our various 
sizes. A woman who might buy a 
small unit from the pictures would 
see a larger one at a friend’s house 
and want to exchange—and exchanges 
are expensive. We let her make com- 
parisons before the final sale is 
closed. 

“Our average sale out of 700 re- 
frigerators for 1935 has been $237.50 
because we sell adequate refrigeration 
instead of rushing through to a close. 
In fact, we carry nothing in stock 
smaller than the five foot porcelain 
units—if a customer just must have 
something smaller, we get it, but do 
not stock or display it. We make 
shorter terms on small units. If a cus- 
tomer is undecided, we show her that 
a small unite has to be paid for in 24 
months, and that a-larger unit can 
run 30 months at about the same 
monthly installment. We show her 
that she will regret buying the small 
unit and will want to trade it in 
whereas she can pay only a few more 
months and have adequate refrigera- 
tion for years. We show her that the 
small units with the same amount of 
food will cost more to operate . . . and 
after all, customers don’t mind the 
length of time required to pay for a 


refrigerator. A few more months 
added to the contract means little if 
they .are getting what they want.” 

Ice box allowances are not made by 
this firm. The sales manager shows 
his salesmen that if the house can’t af- 
ford to make such allowances, surely 
the salesmen can’t. Out of the last 
235 sales made by salesmen of the 
S. H. Cohen Electric Appliances com- 
pany, only 32 ice box allowances were 
made, and these by the salesmen. The 
average allowance on these 32 boxes 
was $3.75 and salesmen recovered 
their money by selling the boxes to 
secondhand dealers. 

There are no cut prices from this 
firm. About every four or five months 
a special will be featured for a week. 
A free premium or deal will be of- 
fered, the salesmen and the firm shar- 
ing in the cost of the premium. 

Three cash prizes are awarded 
monthly for high salesmen. Each sales- 
man must set his own quota, and then 
the house sets him a quota. Even 
though he is high and does not reach 
his quota, he does not win; and the 
salesmen always set their quotas 
higher than the house sets them. These 
awards are not made on a percentage 
of increase basis, for Mr. Stokum does 
not believe in penalizing a good sales- 
man for being good. But no man in 
his organization has failed to win at 
least one prize during the past year 

. all awards are paid in cash. 

Repossessions are very small with 
this concern; for the right size unit is 
sold in the first place, and because the 
salesmen actually sell the prospects, 
these customers really desire owner- 
ship. No prospect is sold if this party 
has had a repossession within the past 
two years. No prospect is sold if the 
prospect is planning to let another 
unit go back and buy a new one from 
this firm. However, no account is per- 
mitted to become burdensome. When 
the customer skips one payment, he is 
talked to; when he skips two pay- 
ments, the unit is taken. “If the cus- 
tomer cannot pay two payments, he 
surely can’t pay three, says this sales 
manager. 

The lowest salesmen for this firm 
average above $100 a month through- 
out the year; the highest salesmen bet- 
ter than $200 a month for the year. 
These salesmen are taught how to sell 
along a charted definite course; and 
as they make money for themselves, 
they sell in such way to make the 
best possible profit for their firm. 














“DIAPER NOTHING!—THAT'S YOUR FATHER'S ELECTRIC HEATING PAD!" 
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SENSATIONAL 
WRINGER NEWS 


It’s 
NEW 


It’s 
Revolu- 
tionary 


It’s 
POPULAR 
PRICED 


It 
SELLS 
WASHERS 


It’s 
ALU MI- 
NUM 





Most Amazing Development 
Since Bottom Agitation! 


No side levers — Both rolls stop instantly with Top Bar Safety Release — 
“knee action” balloon rollers handle heavy and light materials together—four 
point tension—locks in five “safety” positions—extracts more water, leaves 
clothes fluffier—drain board tilts either way automatically, positively no but- 
tons or triggers to push—most remarkable demonstrator you’ve ever seen. 


Thoroughly tested and proven by the trade. 


This new 


“Super Safety” Wringer 


an exclusive 1936 feature of the new 


Gue Minute. 





Beautiful streamlined 
aluminum 








NEW 1936 
ONE MINUTE DE LUXE 


See the new 1936 “protected 
profits” line of One Minutes—- 
and get details of our money- 
making 3-Way Profit Pian. 
Illustrated literature and prices 
mailed on request 


DE LUXE 
WASHER 


Now available for the first time at a POPULAR 
PRICE, this new wringer and de luxe washer com- 
bination are the BIG NEWS wherever they’ve 
been shown. “To the modern washer, it’s what hy- 
draulic brakes were to the automobile,” says C. R. 
Dodge Electric Co. of Salt Lake City. No Ameri- 
can washer but the De Luxe One Minute can or 
will have this sensational new wringer in 1936. 

Get on the bandwagon. Be the first in your 
territory and reap the sales which SOMEONE is 
going to get. Mail coupon below for Free litera- 
ture and our special dealer offer. No obligation. 
Mail it today! 


ONE MINUTE WASHER CO. 


NEWTON, IOWA 







% 
. 





One Minute Wasner Co., Newton, Ia 


Send free, illustrated literature on your new “Super 
Safety” wringer, and your special dealer offer, with 
out obligation. 


SY faite bb nduaeee Obs Unk eSKR DRED Ch Send seRE we 


Address 
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The new model MONARCHS, announced re- 
cently, have met with hearty approval 
everywhere. 










Power companies and dealers from coast to 
coast have acclaimed these new MONARCHS 
the most modern electric ranges ever de- 
signed—and have backed their approval 
with orders. Every department of the fac- 
tory is being strained to the utmost to keep 
pace with the demand. 


The “3 and 4-in-line” design, introduced by 
MONARCH a year ago, becomes more popular 
as each day passes. 


Mother-of-pearl finish, with Dura-Glaz 
acid resisting cooking tops to match; the new 
clock-timer with opal light; Mircobrite parts 
of lasting brilliance, and many other refine- 
ments of design have anticipated the style 
demands of 1936 so well that MONARCHS are 
moving like the proverbial “hot cakes.” 


In operating efficiency, the MoNnaRcH “Hi- 
Efficiency” surface unit still holds first place 
—and speed, with economy, is still the vital 


factor in promoting the wider use of electric 
cooking. 





Models shown here are but a few of the 
new designs of the year. Photographs and 
prices of the full line will be sent on request 


to any present or prospective electric range 
dealer. Write us today. 









Medel 47) WP — 
17” owen. Large 
appliance storage 
compartment. 
White porcelain 










with mother - of - 
pearl ends and top. 
Ivory optional. 




















yy 


lt 
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Model F97]W—17" oven. 
Large utility drawer. 
Plate warmer optional. 
Standard Monarch oven 
temperature control and 
clock-timer. In white or 


12 Lake Street 

















































Model 47]W—I17”" oven. 

Pall plain enamel, white 

or ivory. Utility draw- 

er, condiment set, plate 

warmer and sliding tray 

shelf in > ~ eared at 
eft. 















ivory-tan with mother-of-pearl top and eyds optional. 


MALLEABLE IRON RANGE CO. 


Beaver Dam, Wisconsin 








Weekly 
Contact Plan 


CONTINUED FROM PAGE 3 qoemmme 





there is no gamble of hazard to it. 
So here goes! 

In analyzing these survey reports 
from appliance salesmen, I find that 
the law of averages can be depended 
upon to produce 10 per cent of pros- 
pects from telephone canvass, 20 per 
cent of prospects from cold canvass, 
and 40 per cent of prospects from re- 
calls upon satisfied owners. 

Further analysis indicates that the 
daily time of successful salesmen is 
balanced about in these proportions: 
25 per cent in home presentations, 25 
per cent in satisfied owner calls, 17 per 
cent in cold turkey canvass, 4 per cent 
in telephone canvass, 2 per cent in fol- 
low-up mailings and personal letters, 
2 per cent in keeping selling records, 
and from the weekly standpoint, one 
per cent of the salesman’s time should 
be spent in attending salesmeetings to 
learn new wrinkles on how to sell 
more efficiently. That is a good divi- 
sion of time to hold if you intend to 
gain the greatest success for effort ex- 
pended. Obviously, for example, it 
would be unwise to spend all one’s 
time on cold turkey canvass—the more 
you go beyond 17 per cent of your 
time on such an activity, the more you 
can expect to lose. 

Finally, from studying the rules of 
the successful, it seems wise to recom- 
mend a weekly plan that involves the 
attainment of a certain number of 
based upon an equitable distribution 
of time to cultivate a sufficient number 
of chances to make serious sales pre- 
sentations, which, relying on the law 
of averages, will result in that number 
of closed sales that guarantee the earn- 
ing power to be at least 75 per cent 
beyond what can be gained without 
such a plan. Such a point system must 
give expression to an adequate balance 
of effort for the week and should be 
based upon delivering 12 hours of ef- 
fort, five days each week. No appli- 
ance salesman can expect to make the 
most.of his opportunity, who fails to 
perform on an efficient selling basis 
from 8:30 to 12:30 a. m., from 1:30 
to 5:30 p. m. and from 6:30 to 10:30 
p. m. five days each week. Thus, any 
practical weekly plan must be founded 
upon such a performance. 

With all this reasoning in mind, let 
me suggest a weekly contact plan, in- 
volving a point system of attainment, 
based upon the minimum performance 
of these thousand salesmen who have 
been considerate enough to give me 
the dope. Any individual salesman 
can measure his personal activities 
in relation to this plan, ascertain 
whether he is performing below or 
above this minimum pattern, and in 
regard to the persuasive effectiveness 
of his sales presentation, win increased 
earning power far beyond anything 
he could achieve without it. 

The weekly plan tabled above is 
based upon the practical experience of 
the most successful of these thousand 
appliance salesmen. It is constructed 
on the wisest distribution of daily 
selling time, founded upon a total of 
720 minutes per day (12 hours) and 
with a sufficient reserve of time per 
contact to take care of non-productive 
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Model 37]WP — A pow- 
erful campaign model at 
4 rock bottom price, 17” 
oven. er : pel table 
to cooking surface. 
White with pearl trim. 
Same design without 
pearl—or in ivory enam- 
el—or with 15” owen is 
available. Large storage 
space in lefthand com- 
partment. Cooker option- 
al in this space giving 4- 
unit cooking surface ca- 
pacity. 











Model H47]WP-—A new kitchen 
beater model at a new low price. 
Heating flues both sides of ebox 
give effective circulation. 17" oven. 
Color and trim same as 47] WP. 


MALLEABLE IRON RANGE CO. 
12 Lake Street Beaver Dam, Wis. 





* 
Me: 
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time in getting from one contact to 
another. It infers the effective use 
of 3650 minutes each week which, on 
a point evaluation of 5 minutes per 
point, establishes a weekly goal of 730 
points, which, if the individual sales- 
man governs himself accordingly, will 
result in 90 contacts from which 21 
opportunities. to present the home ap- 
pliance of interest will be gained ; cre- 
ating the need for 15 evening selling 
sessions with husband and wife in the 
home, and because no one buys with- 
out actually seeing the product, 20 
store demonstrations of the appliance 
that results in an average of four 
sales. This average can, of course, 
be increased in ratio to the extra per- 
suasiveness and efficiency of the sales- 
man’s presentation and demonstration. 
Presuming a $100 average retail price 
and a commission of 15 per cent, this 


. weekly contact plan provides an earn- 


ing power of $60 per week, $264 per 
month, or 76 per cent more than the 
appliance salesman is now averaging, 
based upon reports received in a spe- 
cial survey from 4,200 all over the 
country. 

The ratio of opportunities to make 
a favorable presentation to prspects 
uncovered by the methods denoted in 
the foregoing table, is based upon the 
practical experience reported by these 
appliance salesmen. In other words, 
it takes a total of 90 calls per week 
of the types shown to produce 21 
chances for serious sales presentation 
from which a minimum of four sales 
of rerigerators, washers, ranges, or 
ironers will eventuate, based upon the 
law of averages. 

The aggressive salesman, realizing 
the benefits from multiplying his 
weekly selling activities, will get his 


wife and friends to perform each week 
in sending out mailings, discussing the 
advantages of the products he sells 
with acquaintances, or in telephone 
canvassing. By doing this, he increases 
the number of weekly points without 
having to go through the motions him- 
self and thus wins a larger earning 
without having to work for it. It is 
evident that the most successful ap- 
pliance salesmen realize the opportun- 
ities of multiplying their influence by 
these means, and make great use of 
the practice. 

Well, there is the weekly contact 
plan, based upon the performance of 
these thousand salesmen. It points a 
clear path to more effective use of 
selling time. It provides a pattern by 
which any salesman can measure his 
own activities. It demonstrates what 
is required to gain increased earning 
power. 

Retail appliance selling is a worthy 
lifetime profession, and. you can be- 
come an artist and expert in it as well 
as in any other pursuit. But to achieve 
the high peak of accomplishment, you 
must establish control over the most 
important asset you have—your effec- 
tive selling time. Let theseethousand 
salesmen point the way. For a time, 
it may be annoying to try and live up 
to such a weekly plan, but ultimately 
a weekly habit of selling performance 
will be established that will permit 
you to gain the maximum earning 
with clockwork precision. And there 
are sound rules in successful selling of 
appliances just as there are in any 
other profession. If you apply this 
weekly plan to your own activities, I 
am sure that very soon yu will thank 
me for making the experience of these 
successful salesmen available to you. 


75,000 Ironing Boards 
Sold in 1935 


When, last spring, the Union Elec- 
tric Light and Power Company of St. 
Louis wanted to dish up a new selling 
twist and thought of the ironing 
board, it was little reckoned that the 
idea would take hold with a bang and 
become the thing of the moment with 
outside canvassers. From the utility 
the stunt spread to other central sta- 
tions, to department stores, until the 
1935 season’s end saw around 75,000 
ironing boards sold in combination 
with an electric iron. The iron and 
ironing board were offered together in 


a deal at $8.95. In some towns where 
the old iron was taken in for $1 the 
price was $7.95. Either way they went 
over surprisingly well. 

“What made it click in my opin- 
ion,” declares S. L. W. Snyder, “was 
the fact that an ironing board and.iron 
held up by a salesman looked like a 
good deal of merchandise for the 
money. Second, the metal legs to the 
ironing board gave it a brand-new ap- 
peal, as the wooden legs of the old 
type board caused them to be rather 
unsteady.” 
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NESCO oc again 


3 Biq Improvements for 193 


© Insulated Cover 


Easily makes NESCO the most efficient 
electric Roaster made. Keeps foods hot for 
prolonged periods. Constructed of stain- 
less Steel —will not rust or tarnish. 


. One Life Pan Set 


The most revolutionary improvement yet 
offered by any roaster manufacturer. All 
three pans lift out together using detach- 
able cool lifter. User cannot burn hands or 
wrist and greater convenience at once ap- 
preciated by all. Individual end pan covers 
of stainless steel prevent vegetables from 
drying out when cooking entire meal. 


* New Thermostat 


Redesigned thermostat gives more accu- 


rate regulation. New low heat of 150° 
Fahrenheit for warming. 


c S 
Two bright surfaces with dead airspace 


between provides triple insulation. 
\ 
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End pans readily detachable from center 
pan using cool lifter. Fully patented. 





New low temperatures combined with 
signal light opens up new markets 
and new uses. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 
270E NORTH TWELFTH STREET » MILWAUKEE, WISCONSIN 


* - ¥ 
” - "2 
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ee 
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Factories and Branches: 


BALTIMORE — MILWAUKEE — CHICAGO — GRANITE CITY, ILL. 


PHILADELPHIA—NEW ORLEANS—NEW YORK 
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Separate Meters 
Prove Economy 


of Electric Kitchen 


By R. M. Ripley 


Hew three separate meters dis- 

close hidden “Performance 

tacts” in an old 6-room home, after it 

was modernized by adding G-E elec- 
tric equipment, step by step. 

Cost 

Cents per 

Month 

Range (separately metered ).......... 190¢ 

Refrigerator (separately metered) 53c 








Radio costs . " 
Exhaust Fan ...................... 5c 
Dishwasher COSTS cccccccccessecccosscccocccssssesee Sec 
Kitchen Waste Disposal Units... 4c 
Clock (also acts as oven timer) ..3 Ye 
Hotplate ........... a Yc 
Motored McCord Electric Towel 


le 
All electricity used by appliances 
in kitchen (3 in family) costs $2.70 


First Meter 


Private éxtra “check-up” meters for 
over a year measured the electricity 
used by range. This meter revealed 
the surprising information that the 
range used only 918 units (or kw.- 
hr.) in the entire year. So the current 
for the range cost $22.95 per year or 
about $1.90 a month. (All electricity 
is bought at the average rate of 2c 
per unit.) But all cooking is not done 
in the kitchen. 


Second Meter 


A second separate meter for the last 
6 months has measured all electricity 
used for table cooking in the dining 
room, that saves steps to and from 
the kitchen. It disclosed another here- 
tofore hidden “performance fact’’— 
that only 8 units of electricity are 
used monthly for all table cooking. 
So it costs only 20c a month to use 
regularly a coffee maker, automatic 
toaster, and an electric egg cooker 
every day to cook breakfast; and this 
two-thirds of Ic per day also includes 
the frequent use of a chafing dish, a 
waffle iron, and a table cooker in 
which many leftovers are warmed up 
at dinner and supper. 


Third Meter 


A third separate meter for over 3 
years measured the current used by a 
former 7-cu. ft. refrigerator (bought 
in 1932). The meter showed that it 
used an average of 41.7 units per 
month. (Although 3 years “old”, it 
was young enough in looks and per- 
formance to bring $145 when sold 
last August.) The 1935 7-footer uses 
only 21 units a month! So it costs 53c 
monthly, or less than half what the 
old one cost!! This 53c a month even 
includes the light inside the new re- 
frigerator, which the old one did not 
have. All this service for less than 
2c a day. 
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MACHNOW (Russian) 93” 





MIDDLETON (English) 9’ 3°’ 








BUT THE WORLD'S 


Riggest /Magaywe 


DWARFS THE SECOND BIGGEST 


AGAZINES with small circulations 
M reaching a limited few in their 
particular field may be all right in sell- 
ing’ rare canvases, costly tapestries and 
bronzes. But it takes the magazine with 
the biggest circulation in the world to 
sell the biggest volume of the everyday 
necessities and luxuries that retailers 
find it most profitable to sell. 


The giant circulation of The 
American Weekly blankets the greatest 
number of places. . . reaches more than 

~ 5,500,000 families 
every week in the 
richest buying areas 






~ ... twice as many ad 
The 
AMERICAN 
WEEKLY 


read any other mag- 


THE 


in the World 














MORE THAN NEAREST 
5,500,000 COMPETITOR 
CIRCULATION CIRCULATION 


azine! In these areas the retail buying 
expenditure per family is twice as great 
as it is in the rest of the country. In them 
live 70% of all families, and this 70% 
accounts for 80% of all retail sales made. 


What The American Weekly is 


The American Weekly, the largest 
magazine in the world, is distributed 
through the 17 great Hearst Sunday 
Newspapers. 


In each of 158 cities, it reaches one 
out of every two families 


In 146 more cities, 40 to 50% of 
the families 


In an additional 139 cities, 30 to 40% 
In another 171 cities, 20 to 30% 


... and it reaches an additional 1,982,000 
families in thousands of other large and 
small communities. 


ERICAN 
EEKLY 


**The National Magazine with Local Influence’”’ 


Main Office: 959 Eighth Avenue, New York City 













The First Really SAFE Fan 


N O W @ Most Revolutionary Development Since Fans Were Invented in 1886 


SAMSON 
Syn 


with 
Flexible RUBBER Blades 


Here it is—the beautiful new Samson Safe-flex— 
the fan that is bound to revolutionize the industry! 
Years ahead in design and construction, it marks the 






POWERFUL 
TWO-SPEED 
10-INCH FAN 

ADJUSTABLE ARM 














first real development since electric fans were in- 
vented 50 years ago! Guaranteed SAFE... . no danger- 
ous metal blades, but new blades of flexible moulded 
rubber that cannot injure even a child’s fingers. Yet 
the Samson Safe-flex provides 30% greater air de- 


livery than the average 10-inch fan! DELUXE MODELS: 


No. 979G—Pastel Green 
and Chrome; No. 979W— 
Ivory and Chrome. 


$985 LIST 






~“ 










Beautiful! Powerful! Noiseless! ® 


Equipped with a two-speed shaded-pole induction motor of the 
“inverse-rotor” type, the Samson Safe-flex is more powerful than 
conventional type fans of equal wattage ...is the coolest operating 
and is absolutely noiseless. A rugged die-cast arm and 
base, of streamlined design and mar-proof finish—plus the elimina- 
tion of unsightly wire guards—provide refreshing beauty and long 
life. No other fan gives you such sensational features, such beauty, 
such superior performance, such outstanding value or such un- 
equalled opportunity for GREATER SALES AND PROFITS! 


Write or Wire for Complete Details! 


If you want cool profits during the hot months, get ready now to capture your 
share of the electric fan business with the new Samson Safe-fiex! Write or wire 
us at once for big broadside that gives full details of the Safe-fiex Fan, the sure- 
fire national advertising and merchandising plan, and free displays, folders, news 
paper ad mats and other promotions for your store. Include name and address of 
your wholesale distributor. 


fan known 






























To introduce the new Safe-fiex Fan, Samson has developed 
a nation-wide advertising and merchandising plan as revo- 
lutionary as the fan itself! Utilizing radio and Postal Tele- 
graph, this plan not only brings fan prospects to your store 


but actually sells fans for you! Here's how it works: 


Nation-Wide Radio Broadcasting 


Scores of fast-moving radio-dramas will be broadcast by more 
than 150 leading radio stations all over the United States 
Timed to reach prospects only when the weather is best for 
making fan sales, each broadcast will dramatize the safety 


SAMSON-UNITED CORPORATION 





and other big features of the fan and advise prospects to 
visit the nearest dealer or telephone Postal Telegraph. 


Postal Telegraph Delivery and Collection 
Arrangements have been completed with Postal Telegraph, 


through its 50,000 agencies, to take cust s teleph 
orders, make immediate delivery of the fans, and collect pay 
ment for Samson dealers. This is the fastest, hard-hitting, 
sure-fire advertising and merchandising campaign ever de- 
vised to help dealers sell electrical appliances. Write or 
wire for big broadside giving complete details. 





DEPT. EM2 





ROCHESTER, N.Y. 
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MRS. CLARA PAGEL 


*UMMING it all up modestly by 
saying simply that she likes to sell 
and has confidence in her own selling 
ability, Mrs. Clara Pagel, of Mil- 
waukee, Wis., declares that the story 
of her success in selling electric re- 
frigerators is not a mystery story. 
Mrs. Pagel recently sold her 1,000th 
Kelvinator. 

When Mrs. Pagel quit teaching 
school to devote all of her time to 
the business of making a home for her 
family, she soon became very inter- 
ested in her husband’s work as trav- 
eling sales representative of a furni- 
ture company. On many occasions she 
accompanied him on his rounds and 
became so infatuated with selling that 
she took on a line of juvenile furni- 
ture herself and began her self ap- 
pointed task of learning salesmanship. 

Then came necessity—the acid test 
for this sales ability Mrs. Pagel had 
been striving to build. Her husband 
became ill and she took a position in 
a dress shop, selling high priced gar- 
ments. At the end of her first day she 
turned in the highest volume of sales 
of any person in the store. To show 
it was no accident, she continued to 
lead. She went to other stores, and in- 
variably found that she was producing 
more volume than others with many 
more year’s of experience. 

When the chance came to go to the 
retail showroom of the Milwaukee 
Electric Railway and Light Company 
as Kelvinator floor saleslady, Mrs. 
Pagle was just a bit doubtful, for she 
wondered whether there would be any 
great difference between selling dresses 
and selling specialty merchandise. But, 
true to her constant determination to 
tackle any selling job that would give 
her ability a test, she took the job and 
succeeded. 

As far as dealing with individual 
prospects is concerned, Mrs. Pagel 
believes that personality and patience 
are paramount. Once the prospect’s 
faith in the salesman is established, she 
says, the next step is to analyze the 
prospect carefully, for she finds it 
impossible to go ahead until she has 
obtained every bit of information 
about the prospect’s needs and opin- 
ions. Refrigerator buying, Mrs. Pa- 
gel believes, is primarily a two-person 
Proposition and a sale is rarely made 

intil the two people in the home who 
ire involved have been brought to- 
gether. For that reason she thinks it 
t good idea to reserve the last few 
linching arguments for the moment 
vhen the man and wife are both 
together. 
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MRS. JOHN ROTH 


HE sales records and achieve- 

ments of Mrs. John Roth, Youngs- 
town, O., should prove to be an in- 
spiration and a challange to any wo 
man who may be contemplating ap- 
pliance selling as a life vocation. 

Mrs. Roth commenced selling May- 
tag washers in Youngstown early in 
the year of 1924 and during the in- 
tervening eleven years has been con- 
stantly employed by The Fisher Ap- 
pliance Company and one previous 
dealer. 

Many, are the salesmen who are 
able to make a brilliant record for 
one month or even one year, but the 
salesmen are few and far between 
who can point to an eleven year rec- 
ord as consistent in volume as that 
possessed by Mrs. Roth. Reference 
to the records indicate that for nine 
of the eleven years Mrs. Roth pro- 
duced in excess of one hundred retail 
sales annually, over 90% of these sales 
being the highest priced Maytag Alu- 
minum tub washer. 





LEONOR AYALA 


HIS smiling lady is Miss Leoner 

Ayala,of Torreon, Mexico, whose 
success as a saleswoman during a re- 
cent refrigerator sales campaign staged 
by the Compania Nacional de Elec- 
tricidad, S. A., won her a trip to the 
United States where she _ visited 
Wichita, Kansas, and also the works 
of the General Electric Company at 
Chicago, Ill., and Cleveland, Ohio. 
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A. L. LEICK 


“EORGE B. Earl of the Utah 

J Power & Light Company at Salt 
Lake City, thinks that Salesman A. 
L. Leick’s story of how he sold a 
customer a refrigerator, range, water 
heater and, eventually, a dishwasher, 
ought to be included in our Selling 
Hall of Fame. We think so too, and 
we are going to let Mr. Leick tell 
his own story: 

“About a year ago I sold a certain 
customer of mine a General Electric 
Refrigerator, with which they have 
been very pleased since its installation. 

“T had quite a difficult time in con- 
vincing them as to why they should 
buy. But frequent call-backs, with the 
help of L. A. Seare, another employee 
of the company, who knew the pros- 
pect very well and had talked to him 
quite often, we managed to bring him 
in the store. We then told him the 
story of the all-electric kitchen and 
what it would do for them. Finally 
he gave me the order for the refrig- 
erator. 

“I explained to him how a few 
cents a day would give them an all- 
electric kitchen. Kept calling on them 
and mailed them literature on the 
all-electric kitchens, and each call I 
made I gave them a complete story 
on electric cookery and water heating. 
I never called on this prospect without 
telling them what they could have in 
their home for only a few cents a day. 

“The other day I received a call 
from the prospect telling me he want- 
ed to have a talk with me right away. 
Immediately I drove out to his home 
and when I arrived there he was seat- 
ed at the table and on the table was 
a brown bag nearly full of money. 

“He said, ‘Mr. Leick, you have sold 
another range and water heater.’ Im- 
mediately, he dumped the money bag 
and started counting the nickels, 
dimes, quarters, halves and dollars 
that were in it. I had the contract all 
made out and he signed and handed 
me the money. He now has a refrig- 
erator, a Hotpoint range and a 40 
gallon Water heater, and in the spring 
he will buy a dishwasher.” 








T. MAURICE ROUDE 


OWN in New Orleans, the city 
D of French and Spanish traditions 
and epicurean charm, on the morning 
ot December 20, 1935, in the General 
Sales Office of New Orleans Public 
Service Inc., a strange and unusual 
performance took place. Thirty-five 
outside Residential Sales Representa- 
tives, with signs aloft, executed a 
snake dance in and around the office 
desks, and wound up by trooping, in 
a body, into the office of Harold 
Meade, General Sales Manager. 

Mr. Meade was somewhat bewild- 
ered, but the group did not allow the 
display of pent-up enthusiasm to re- 
main unexplained. T. Maurice Roude, 
acting as spokesman, explained that 
the group had planned to present him 
with a personal Christmas gift; that 
some of the members of the group 
sugested the best Christmas Gift he 
could receive would be an outstanding 
sales accomplishment. 

Briefly, he explained the following 
plan as devised by the Outside Sales 
Group of the Residential Division: 
On December 19, 1935, a “Dawn to 
Mid-Night’” Campaign was staged. 
The thirty-five salesmen met for 
breakfast at 7:00 A. M. The theme 
of the day’s activity was, ‘“Let’s Pre- 
sent a Christmas Gift to the Boss.” 
Salesmen agreed to continue working 
until 10:30 P.M., at which time the 
day's activities were terminated at a 
meeting at the Company’s Office. 

Five hundred and ninety separate 
and distinct, signed sales orders were 
secured — an average of slightly less 
than seventeen orders per man. The 
merchandise dollar volume of appli 
ance salese was $3,512.00. 

The leading salesman was T. 
Maurice Roude with $417.00. 





HOWARD DEAL 


RIZE-WINNING One Minute 

Washer salesman in the tall corn 
country. Ida Grove, Iowa, is a town 
of 2,200. Mr. Deal ran up his record 
by having the prospect use the machine 
instead of giving demonstrations. He 
has the One Minute washer agency 
tor the town. 
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C. G. Frantz, president of the 














Apex Electrical Manufacturing 


Company of Cleveland, is shown, above, signing the first contract 

for display space in the Great Lakes Exposition Electrical Build- 

ing. William C. Dunlap and William G. Rose, of the Exposition, 

look on. The show will be held on the Cleveland lakefront July, 
Jugust and September. 


The home laundry-room, long the 
igly duckling of the average Ameri 
an household, has had itse face lifted 
und is coming upstairs from the base 
ment, according to C. G. Frantz, just 
reelected president of the American 
Washing Machine Manufactur- 
ers’ Association at its annual meet 
ing here. “Architects and decorators 
are turning their artistic atention to 
household laundries as they did to 
neglected bathrooms ten years ago 
he said. 

Mr. Frantz is president of the 
Apex Electrical Mfg. Co., of Cleve 
land. Vice-presidents elected are L. C. 
Upton, president, Nineteen Hundred 
Corporation, St. Joseph, Mich.; Geo. 
M. Umbreit, vice-president, Maytag 
company, Newton, Iowa, and A. H. 
Labisky, president, Barton Corpora 
tion, West Bend, Wis. 

William H. Voss, president, Voss 
Bros. Mfg. Co., Davenport, lowa, was 
reelected treasurer for the twenty-sev 
enth consecutive year. Walter K. Voss 





PAGE 18 


general manager of the same company, 
was reelected assistant treasurer. 
The new executive board includes 
the president and vice-presidents, Ed- 
ward N. Hurley, Jr., president, Elec- 
tric Household Utilities Corporation, 
Chicago, and S. S. Holland, president, 
Holland-Rieger Co., Sandusky, Ohio. 


\n increase of approximately 175% 
in the number of American farms elec 
trified during 1935, compared with 
the previous year, was announced to- 
day by Morris L. Cooke, Administra 
tor, of Rural Electrification. Esti 
mates point to a new peak in rural 
electrification activity in 1936, Mr. 
Cook said. 

It is estimated, on the basis of fig 
ures submitted to REA by the private 
utility industry, that in 1935 electric 
service was extended to approximately 
83,000 farms, compared with 30,396 
in 1934. This brings the total if farms 
having central station electric service 





If any salesmen of the San Joaquin Di- 
vision of the Pacific Gas and Electrix 
Company did not know how to cook on 
an electric range, they learned how in 
this recent cooking school for salesmen, 
conducted by Miss Myrtle Turney, home 
economist of the General Electric A ppli- 
ance Co., Chicago. Salesmen of the other 
division of the company are to take the 
course a little later, when Miss Turney 
returns from Honelulu, where she is now 


conducting a cooking school. 


On th 





Kathryn Jameson, Commonwealth Edison Company's home service 
department, has started a vogue for food shows in the Windy City. 
Here she is putting on a roaster demonstration at the Boston Store. 


to approximately 827,000 out of a 
total of more than 6,800,000 farms in 
the country. 

Industry figures estimate a 50% in- 
crease in rural line construction in 
1936 over 1935. They indicate that 
approximately $80,000,000 will be in- 
vested in rural line construction by the 
private utility companies in the two 
year period 1935-1936, of which sum 
approximately $50,000,000 will be 
spent in 1936. Over 175,000 farms 
000 invested in these ways will benefit 
central station electric service. Another 
$80,000,000 is being invested in farm 
wiring and appliances. The $160,000,- 
00 invested in these ways will benefit 
agriculture, labor and industry. A sub- 
stantial part of the money will be spent 
with local contractors, plumbing firms 
and the equipment and appliance 
manufacturers and dealers. 


Factory shipments of the Barlow 
& Seelig Manufacturing Com- 
pany, maker of Speed Queen washers 
and Simplex ironers, topped the 1934 
total by 45 per cent in 1935, Marshall 
R. Scott, general manager, announced. 
This compares with an industry gain 
of 13 per cent, and was the greatest 
volume in the company’s 28 years. 
The Ripon factory’s 1934 volume was 
equalled in less than nine months in 
the year just closed, Mr. Scott said. 


Several new distributors are being 
added by the Crosley Radio Cor- 
poration, Neil Bauer, Field Sales 
Manager, reports. 

In New York, the Morris Distribu 
ting Co., with headquarters at 25 
Henry St., Binghamton, and a branch 
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it 328 Broadway, Albany, N.Y. will 
over the territories surrounding these 
centers. Although the Morris Com- 
pany has a branch at Syracuse, the 
Baldwin Hall Co., for years Crosley 
distributor in that territory, will con- 
tinue as before. The Morris Distrib- 
iting Company in Binghamton will 
be in charge of Maurice Horowitz 
president of the company, and the 
Albany branch will be in charge of 
Mr. Simmons. 

The Maurer Greusel Co., 808 N. 
Market St., Milwaukee, has been 
named distributor both in the Mil- 
waukee and Madison, Wisconsin ter- 








Goerke’s department store in Newark, N. 
J., went in for a little showmanship re- 
cently on a big scale. Prime attraction 
was this electric iron, said to be the larg- 
est in the world. It weighs 105 pounds. 


ritories. Mr. Maurer and Mr. Gruesel 
are in charge of the business. 

In St. Paul, Minn. the Motor 
Power Equipment Company, located 
at 2303 Ford Road in that city, will 
be distributors in the St. Paul and 
Minneapolis territories. Edger B. 
Ober is president of this concern and 
Harry G. Barnes is vice president and 
general manager. F. M. Hutchinson 
is Manager ot the department. 

In Denver the Moor-Bird Com- 
pany, 1648 Arapanoe St., takes over 
the distribution of all of Colorado, 
half of New Mexico as well as part of 
Wyming. The Moore Bird Company 
is owned and managed by Harold Bird 
and J. C. Moore. 


The third annual Electrical Expo- 
sition sponsored by the Bureau of 
Radio and Electrical Appliances 
of San Diego, Calif., broke all rec- 
ords by rolling up an attendance of 
80,000 during the four days and five 
nights of the show. The event this 
year was in the form of a pre-Christ- 
mas exhibit, and the success in actual 
selling was such that it will probably 
be made an annual affair at this sea- 
son. 

A recording studio had been erect- 
ed at the exposition, which made rec- 
ords on the spot at a price of $.75 
each. A number of these were award- 
ed as prizes during the show and con- 
siderable entertainment was provided 
by allowing the winners to come up 
on the stage to make two-minute rec- 
ords before the entire crowd. The 


records were played back at once 
through the public announcer system 
and were then given to the owner, 
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This is the year of the 50th anniversary of the Westinghouse Com- 
pany. To celebrate the Golden Jubilee, a special lunch and preview 
of 1936 Westinghouse appliances was held recently at the Waldorf- 
Astoria Hotel in New York. Top left, shows Arthur Allen, com- 
mercial vice president, making the speech of welcome; top right, 
R. C. Cosgrove, refrigeration division manager, shows the hand- 
some new models of the deluxe line. In the three pictures immé- 
diately above, Reese Mills, range division manager, shows the 
guests how a range was designed and assembled and went over the 
sales points of the new models. At the right, a close-up of Vice- 


President Arthur Allen. 


with the vociferously expressed ap- 
proval of the audience. Other prizes 
awarded during the show totalled 
$500 in value. Another attraction 
which proved popular was the drink- 
ing fountain operated by means of an 
“electric eye.” This was always sur- 
rounded by crowds. 


Orders received by the Gneral 
Electric Company during the year 
1935 amounted to $217,361,587, com- 
pared with $183,660,303 during 1934, 
an increase of 18 per cent, President 
Gerad Swope announced today. 

Orders for the quarter ended Dec- 
ember 1 amounted to $58,417,822, 
compared with $51,046,760 for the 
last quarter of 1934, an increase of 
14 per cent. 


On October 8, 1935, the Dorris- 
Hyman Furniture Co. of Phoenix, 
Ariz., ran a full page newspaper ad 
on washing machines and ironers. As 
a result of this one advertisement they 
sold an entire carload of the equip- 
ment, totaling 120 machines. ‘This 
was followed by the sale of 75 to 80 
additional washers within a ten-day 
period. Incidentally they later se- 
cured a full page of free advertising 
from the newspaper in announcing 
the results of the sale as an example 
of the value of newspaper publicity. 


New Year's gifts of wage increases 
for factory employes were announced 
by Edward N. Hurley, Jr., president 
of the Electric Household Utili- 
ties Corporation, maker of Thor 















washers and ironers. Al workmen re- 
ceiving $200 monthly or less are to 
be given a 5 per cent increase, effec- 
tive at once. 

The rulings affect a total of about 
1200 men. 


General office for the midwestern 
division of the Apex Electrical 
Manufacturing Company have 
been opened in the Merchandise Mart. 
The suite includes 1600 square feet 
of display space for washers, ironers, 
refrigerators and vacuum cleaners in 
addition to a private room for buyers 
and a service department. 


The Electrical League of Cleve- 
land are starting a new newspaper 
lighting campaign this time on a 
“Sight-Saving’” lamp for the dining 
room. Closely resembling the I.E.S. 
lamp, and designed on the same prin- 
ciple, the lamp is intended to be at- 
tached to the present fixture over the 
dining room table and gives three de- 
grees of illumination low, medium 
and high. 


Arthur W. Walker, long presi- 
dent and former treasurer of the 
Walker & Pratt Manufacturing Co., 
Boston, Mass., died at his home in 
Malden on Jan. 4 at the age of 74. 
He was born in Boston; educated at 
the Massachusetts Institute of Tech- 
nology, and spent his entire business 
life in the company which his father 
founded. Mr. Walker was a past 
president of the American Foundry- 
men’s Association and was the second 
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ONE LITTLE 
SENTENCE 


is a big help 
in boosting 
Philco sales 


See how simply and effectively Philco 
insures its advertising to the benefit 
of its dealers. Picture No. 2, above. 

In this way, through the classified 
telephone directory, prospects easily 
find Philco dealers. They are not led 
astray by substitutes. 

Of course, this identification plan 
works only if the dealer lists himself 
under the Philco trademark. See pic- 
ture No. 3. Dealers who don’t are let- 
ting the other fellow get the business. 
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stove maker of the country to embark 
on electric range production. He did 
much to orient electric range manu- 
facture with the requirements of do- 
mestic cooking as determined by long 
experience with fuel-operated equip- 
ment. 


A traveling radio show was recent- 
ly used by the Pacic Power and 
Light Company as a stimulus to 
dealer sales throughout its territory. 
Three radio stars were preesnted as 
the feature performers, giving two 
peformances each night and one in the 
afternoon. This program was occa- 
sionally supplemented by local talent 
in the various communities visited. 
The event was staged in local audito- 
riums, in one case that of the power 
company, once in the Masonic Tem- 
ple and again in the school assembly 
hall and in each case opportunity was 
given to local dealers to display mod- 
els of their electrical lines and to take 
orders. Dealers drew by lot their 
time for playing their radios, each 
receiving ten minutes on the schedule. 
Audiences totaling more than 7,000 
are reported from the nine communi- 
ties in Washington and Oregon vis- 
ited. 


Appointment of the Gambill 
Company, Inc., 2451 S. Michigan 
Ave., Chicago, has been announced as 
distributor of Kelvinator products in 
the Chicago trading area. Charles E. 
Gambill, president, states that the 
Commonwealth Edison Company, 
former distributor, will serve as ma- 
jor Chicago retail dealer and that a 
number of other dealers will be ap- 
pointed. Outside of Chicago 35 deal- 
ers are selling Kelvinator products in 
the area. 

Mr. Gambill is a former president 
of the National Automobile Dealers 
Association and will continue his fi- 
nancial interest in the Gambill Motor 
Company, which handles Chevrolet 
cars. 


The opening of a new branch in 
Preston, Idaho, is announced by the 
Boyle Furniture Co. of Ogden, 
Utah. This company, which is one 
of the largest electrical dealers in 
Utah and Idaho, already has branches 
in Salt Lake City, Brigham City and 
Logan. Geo. W. Evans takes charge 
of the new store at Preston. 


F. P. Harbin, Fluid Heat sales 
manager, announces that several new 
dealers have recently been appointed. 
Among them are Air Condition- 
ing Carey Co., Baltimore, Md., 
Bohman-Warne, Inc., Hagerstown, 
Md., Robert Brown and Son, Phila- 
delphia, Pa., H. G. Catlow, Mont- 
clair, N. J., and Chodosh Bros. and 
Wexler, Rahway, N. J. The main 
office of the company is located in the 
Chrysler Building, 42nd Street and 
Lexington Avenue. 


The fourth annual department 
store clinic to be staged under the 
sponsorship of the specialty appliance 
sales division of the General Electric 
Company has been set for March 10 
and 11 at Nela Park here. Approxi- 








| Sonal 





nm 


et 











in 


nd 
ge 


Ww 
“d. 


yn- 
mM, 
la 

it- 
nd 
un 


he 
nd 


‘nit 
he 
ce 
ric 

10 


xi 











os 








OTHING is more discouraging to the owner 
Ne an electric washer than to find rust or grease 
streaks on her washed garments after they've passed 
through the wringer. 

To eliminate rust, Lovell wringers are heavily plated 
inside and out with Cadmium. Cadmium is used by 
the United States government to plate those parts of 
seaplanes that come in contact with the highly corro- 
sive salt water. It offers greater resistance to rust than 
any other plating material known. 

To remove every chance of soil from lubricants 
Lovell uses bearings that never require oil. Lovell 
bearings are made of seasoned hard wood. Each is 
impregnated with two ounces of a soil-less, color- 
less, non-flowing lubricant. This lubricant endures 
for the life of the bearing. 

Another important point—Lovell wringers have no 
gears, cogs, springs, or other parts that ever require 
oil or grease. And that’s why Lovell wringers will 
never soil clothes. 

For more than fifty years the name Lovell has stood 
for a dependable efficient clothes wringer. This repu- 
tation has been maintained by continuous effort to 


build the best. 


To insure uniform quality and performance, Lovell 
manufactures every part of its product—frames, rolls, 
bearings—in its own plant—constantly inspecting, 
testing, improving. 

If you want complete information on the latest devel- 
opments in Lovell wringers, write for free copy of 
Bulletin 25 A, profusely illustrated. A postcard will do. 
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Above: This is a Lovell Pressure Cleanser 
of the collector type. Direct a stream of 
clear water into the frame and let it 
flow over used bearings, roll shafts and 
other parts. The water will come out 
clear as when it went in. All Lovells are 
just as soil-less as that. 


Left: This salt water spray test is fre- 

quently given to Lovell Pressure 

Cleansers to prove their uniformly high 

resistance to rust. It is equal to ten years 
of actual hard usage. 


Bottom: Hold a lighted match to any 

Lovell bearing. Soon a colorless lubri- 

cant will begin to drip. Note that this 

lubricant is clean, stainless. Every Lovell 

bearing is impregnated with two ounces 
of this non-flowing lubricant. 
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mately 250 executives and merchan- 
dising managers of department stores 
from all sections are expected to at- 
tend, according to Ralph C. Cameron, 
in charge of department store activi- 
ties for the company’s specialty appli- 
ance sales division. 


A free trial of one or more Better 

Sight lamps in the home is offered by 

| the Montana Power Company, 

either through their own offices or 

through furniture, electrical or de- 
partment stores. 


A Sun Room featuring sunshine 
lamps as an adjunct to its Men's 
Sports department resulted in the 
sale of numerous lamps as Christmas 
gifts for the Emporium of San 
Francisco, Calif. 


Little Giant Appliance Corp. 
has secured a nation-wide 10-year ex- 
clusive contract to distribute Little 
Giant Washers, manufactured by Lit- 
tle Giant, Inc., Ltd., 4222 Hollis St., 
Oakland, of which J. T. Gibson is 
general manager. The Little Giant 
Appliance Corp. has been organized 
by Arthur E. Gossling, general man- 
ager, and Merlin Jackson as sales ex- 
ecutive. Mr. Jackson was the origi- 
nator of the tray top washing ma- 
chine. Mr. Jackson, a resident of 
San Jose, Calif., also developed the 
specialty appliance sales technique for 
the sale of the washers successfully 
used by the Kimball Upson Co., of 
Sacramento, and Wilson & Schultz 
in Stockton. Later Hart’s, of San 
Jose Electric Co., used the technique 
with outstanding results in selling. 
Offices of this new distributing corpo- 
ration are at 312 Fifteenth St., Oak- 
land, Calif. The company’s plan of 
operation provides for special training 
of retail sales personnel in the presen- 
tation and demonstration of the tray 
washers. Such personnel are paid on 
a commission basis by dealers and de 
partment stores and are not in the 
employ of the distributor. 


More than 2500 St. Louis people 
called to see the Fred A. Schmidt 
Appliance Company’s “electrical 
exposition” recently at 6204 W. Flor- 
risant Street. Mr. Schmidt’s idea was 
if the country liked expositions, he 
would have one right at home. 


That air conditioning is not simpl\ 
a summertime convenience needs em- 
| phasizing, in the opinion of B. K. 
| Sweeney of Denver, Colo. He took 
advantage of the recent opening of 
the “New American Home” in that 
| city, to run a full page ad featuring 
| acombination of air conditioning 
| equipment and electric gas furnace at 
| prices starting from $700 up, with 
| cooling equipment to be added at will 
later on. Health, cleanliness and bet- 
| ter preservation of woodwork and 
| furniture were among the arguments 
| offered. 


A practical demonstration of its 
faith in the general improvement ot 
business was given recently by Hy- 
grade Sylvania Corporation of Salem. 
Mass. in an announcement that it will 
erect a new factory in Salem for the 
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rect a new factory in Salem for the 
manufacture of radio tubes. 

“Our present Salem factory at the 
orner of Boston and Bridge Streets 
has been outgrown,” said Walter E. 
Poor, Vice-President in charge of en- 
gineering and manufacturing. “The 
sale of radio tubes has increased so 
rapidly in the nine years since we start- 
ed making them that increased space 
has become a necessity. So with the 
outlook promising for the future, we 
decided to erect a building which 
would be the last word in manufac- 
turing conveniences and efficiency.” 


James & Company, 4144 Lindell 
Blvd., St. Louis, has added the GE 
radio to the line of merchandise that 
this distributor-retail setup is selling 
n St. Louis. Julian E. Sampson, ra- 
dio specialist for the General Electric 
s now operating out of the GE Sup- 
ply Company in St. Louis. 


The Automatic Washer Com- 
pany announces the appointment of 
the Davidson Sales Company, South 
Bend, Indiana, as distributor for Au- 
tomatic Washers and Ironers in Ind. 


The opportunity to make a record 
free in the form of a Christmas greet- 
ing in their own voice to send to 
friend or family at a distance brought 
many people into the radio depart- 
ment of Breuner’s, Sacramento, 
Calif., store. Complete privacy was 
assured those making the records and 
they were given the disc free, together 
with a special needle for playing it. 


An electrically wired Hostess-Kart 
for $10.95 is announced by Barker 
Bros. of Los Angeles, Calif., as an 
equipment which is created and of- 
fered exclusively by them. 


The Portland General Electric 
Co. and Northwestern Electric 
Co. of Portland, Ore., staged a Bet- 
ter Light-Better Sight Contest for six 
weeks recently. Contestants were re- 
quired to obtain blanks from dealers’ 
stores and to answer five easy ques- 
tions about home lighting. Prizes 
consisted of three I. E. S. Better 
Sight lamps awarded each week. 


A “Roll of Honor” instituted by 
a local newspaper, listing Spokane 
firms which had been founded by 
their present owners or their families 
between 1887 and 1900, included the 
Nixon-Kimmel Eelctric Co., the Jen- 
sen Byrd Co., Kemp & Hebert and 
the Crescent. 


A committee to go to Washington 
to insure the continuation of FHA 
financing of major electrical appli- 
ances was selected at the monthly 
meeting of the Electrical Appli- 
ance Dealers Association of 
Brooklyn held on January 22nd, at 
the Hotel St. George, Brooklyn, with 
260 dealers in attendance. 


Herbert L. Carpenter, FHA Chair- 
man of the Brooklyn district, has con- 
sented to be one of the committee. 
Percy Peters and Louis LeWinter, 
prominent business men and Associa- 
tion workers, will leave for Washing- 
ton with Mr. Carpenter. 


They advise that everyone connect- 
ed with the electrical industry take 
prompt action on this important phase 
of the FHA by getting in touch with 
Representatives by letters, air mail, 
telegrams, phone calls, petitions, etc. 
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@® You can sell a Sunlight-powered washing machine 


with confidence, for the presence of a Sunlight motor is 
your assurance that the entire washing machine has been 
built to the highest standards of quality. You need never 
worry about the performance of a Sunlight motor — you 
know it will operate dependably and quietly throughout 
many years of use. Washing machine makers know this, 
too; that is why so many use Sunlight motors as standard 


equipment. .. . Sunlight Electrical Co., Warren, Ohio. 


SUNLIGHT MOTORS | 





PAGE 23 





PRESENTS... THE WORLD'S 
MOST BEAUTIFUL REFRIGERATOR 








New super-cconomy Hermetic com- 
pressor available on most model« 





Convenient, 
non-refrigerated 
Storadrawer 


Knee-action, 
feather-teuch 
door handle 





Model shown is GKQ-60 De Luxe. Capacities: Net cu. | 
ft. 6.01; shelf area 14.37 sq. ft. Added features: Stora- SE a 
drawer and Crisper. Retail price: With double-belt com- 
pressor $169.95; with Hermetic Compressor (GKT60) j 
$184.95. Other sizes: 3 to 7 net cu. ft. Other prices from 

$91.50 to $204.95. Slightly higher in Florida, Texas, Rocky ) 

Mountain States and West. 





Ventilated front a - 
The new Crosley Shelvador completely restyles the — ingimportance. Ice cube capacity has been increased 
electric refrigerator. Beautiful, smart, completely — about three times in some models. A more scientific 
out of the ordinary. And with the new design goes shelf arrangement gives even greater strength to the 
a new convenience, utility, and value. So many are — slogan: ““This Much More in a Shelvador.”’ 
the new features that they cannot all be illustrated More than ever: No dealer can afford not to handle 
on this page. The few shown indicate their far-reach- Crosley. 


THE CROSLEY RADIO CORPORATION 


Pioneer Manufacturers of Radio Receiving Sets 
Home of “‘the Nation’s Station” 


POWEL CROSLEY, Jr.. President 


WLW—most powerful in the world—70 on your dial 
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Above is the oil burning furnace where tempering of the semi-ellipti- 
cal springs, used to create a pressure on the rolls, is done. At the 
rear of the main in the foreground is another workman who is giving 
these springs a preliminary breakage test. 





A section of the calender room in the rubber department of the Lovell 
Manufacturing Company. Here, the mixture as it is finally perfected 
passes through the huge rolls of the calender where it comes out in 
sheets which are later used for the hand-made laminated rolls. 


O the casual observer wring- 

ers may appear very much 

alike aside from certain pat- 
ented elements which are verp prop- 
erly played up as sales features. But 
a closer study of their design and of 
the materials used in their construc- 
tion quickly reveals many points 
which may make all the difference be- 
tween satsifactory service and a great 
deal of trouble for the user. Many 
of these points can and should be 
used with telling effect by the washer 
salesman. It is therefore worth 
while to go behind the scenes and 
inquire why certain types ‘of design 
and varying choices of material are 
made. Such matters concern the en- 
gineer who designs the wringer very 
definitely and the more the salesman 


knows about them the better is he 
prepared to sell his product intelli- 
gently. 

All wringers require a frame and 
the most feasible way of making it is 
to form it from pressed metal or to 
cast it. The pressed steel type is most 
widely employed, partly because it is 
strong and can be fabricated rapidly 
and lends itself to manufacture at 
moderate cost. The grades of steel 
available have a smooth surface which 
is readily plated and enameled or lac- 
quered to resist rusting and present a 
fine appearance. Assembling of the 
frame is usually done either by rivet- 
ing or spot welding, the latter being 
preferred by some makers because 
there are no exposed rivet heads or 
chance of joints loosening and the 
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A THOROUGH knowl- 


edge of the materials used in manufacturing 
and the methods employed to build durabil- 
ity, efficiency, safety and appearance in 


wringer rolls should be part of the educa- 


tion of every washing machine dealer and 


salesman. Here it is. 


By Herbert Chase, M. E. 


surface remains smooth. Some mak- 
ers form the major parts of the frame 
in one piece and some make it with 
interlocking welded joints. Either 
type has ample strength and sufficient 
rigidity to meet all requirements, pro- 
viding metal of adequate thickness is 
used. 

Cast frames are preferred by some 
makers partly because their manufac- 
turing facilities make this type more 
desirable. Cast frames are rigid and 
may have fewer parts than the pressed 
steel form but are likely to be some- 
what heavier unless aluminum is se- 
lected. To the user, however, these 
are minor considerations as cither 
form gives satisfactory service if cor- 
rectly designed. A cast surface is sel- 
dom as smooth as that of a pressed 
part but with proper finishing either 
may look much the same. 

Frames as well as other parts of 
the wringer, such a stop and release 
bars, flumes and drain aprons, since 
they are constantly used around soapy 
water, are subject to corrosion unless 
well protected against this action. 
Since materials as the Zamak zinc al- 
loys or Alcoa aluminum, which, of 
course, are not subject to rusting, are 
sometimes used, especially for die-cast 
parts, but the requirements for low 
cost and high strength usually makes 
it necessary to employ steel or iron 
frames. Such parts are the finest of 
rust proofing metal. This coating 
is not only an excellent protection 
against rusting, but does not discolor 
readily. It yields a frosted silver 
color and does not require a coating 
of enamel or lacquer though these are 
often added to give color and afford 
further protection. 

Colored finishes on the order of 
Duco or Roxalin lacquer or Dulux 
or Opex synthetic enamels are used 
with good results, especially when it 


is desired to have exposed wringer 
parts match other portions of the 
washer. Certain parts on some mod- 
els may also be nickel plated and 
chromium plated, as nickel is resist- 
ant to corrosion and chromium gives 
a bright finish which does not tarnish 
readily. Cadmium plating is often 
depended upon for protecting con- 
cealed as well as exposed surfaces and 
may even be used on springs such as 
are needed in applying pressure to 
wringer rolls. Although it is quite 
possible to make many of the parts 
already named out of highly corro- 
sion resistant materials such as Monel 
metal and various stainless steels, the 
demand for very low costs in wringer 
construction has thus far prevented 
their extensive use in this field. 
Highly important in the matter of 
wringer design and construction are 
the rolls which perform the “wring- 
ing” or “pressure cleansing’ opera- 
tion. This seemingly simple part can, 
and often does give much trouble un- 
less the proper grades of rubber are 
employed and unless the rubber ad- 
heres firmly to the shaft. The Lov- 
ell Manufacturing Company, most 
prominent among manufacturers spe- 
cializing in wringer production, is the 
only such manufacturer which pro- 
duces its own rolls. It finds the prac- 
tice of using four distinct types of 
rubber in each roll, very beneficial. 
There is first, against the shaft, a 
“foundation” type designed to give a 
secure and permanent’ vulcanized 
joint with the shaft. Second, and in 
contact with the shaft next to its 
bearings, are hard rubber and seals 
which prevent water from seeping 
along the shaft and also provide a 
hard surface against which any end 
thrust is taken with minimum friction 
and freedom from squeaks. Third, 
there is a double cushion of soft rub- 
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Be Sure To See This New Book 


It will show you the way to New Profits, 
New Methods of Selling, New Demon- 


strations that make Sales 
quickly and convincingly — 
and New Sales Assistance for 
Dealers. 


Ask the VOSS Salesmen 


to show you “Profit Bound”. 
It is full of Sales Ideas. 
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ber, and finally, over all, a tough rub- 
ber surface or tread designed to re- 
sist wear and still provide adequate 
friction. The shaft itself is of hot- 
rolled steel and of large diameter so 
as not to bend. Certain of the cheap 
rolls offered for replacement purposes 
involve cheap grades of rubber and 
inferior construction and have been 
the cause of numerous service com- 
plaints. With rolls, as with other 
parts, it is desirable to see that only 
high grades are used in original and 
replacement applications. 


Three general types of bearings are 
used in wringers, namely wood, ball 
and plain metal bushings. The largest 
proportion of wringers is equipped 
with wood bearings because they are 
highly satisfactory and require little 
or no attention. Wood bearings are 
impregnated with lubricants which 
are retained indefinitely and do not 
wash out or soil the fabrics being 
laundered. As wringer bearings are 
always in contact with water or 
water vapor, corrosion is sure to oc- 
cur unless non-corrosive material is 
used. Wood bearings have proved 
excellent in such applications, not 
only in wringers but in other ma- 
chines. Certain types of bronze bear- 
ings also give good results but are 
likely to require a lubricant which 
may result in soiling unless care is ex- 
ercised. Ball bearings made from or- 
dinary steel produce relatively little 
friction when new, but are subject to 
erosion. Whatever kind of bearings 
are used, it is desirable that they be 
so arranged that water will drain 
away from them quickly, carrying 
with it the soap lint and dirt which 
would otherwise accumulate. It is 
good design also to arrange the bear- 
ings in such a way that they are self- 
aligning, as otherwise increased fric- 
tion and increased wear are likely to 
occur. 

It is necessary in any well-designed 
wringer for general household use 
that it have a spring or springs to ap- 
ply pressure to the rolls and still per- 
mit them to separate as may be re- 
quired to permit different thicknesses 
of fabric and clothing to pass through. 
The simplest and a highly satisfactory 
way of doing this is to use a single 
flat spring. If this is arranged with 
its two ends resting on bearings at 
each end of the roll and the central 
fulcrum point of the spring resting 
against some part of the frame, the 
bearing loads are equalized even 
though the rolls may not remain the 
same distance apart throughout their 
length because the garment being 
wrung differs in thickness from side 
to side. 


An adjustable screw at the fulcrum 
of the spring makes it possible to ad- 
just the pressure to suit the particular 
type and weight of fabric passing 
through the wringer, as is recom- 
mended by authorities on laundering 
work. By suitable markings on the 
adjusting screw or on an extension of 
this screw, the user can set the recom- 
mended pressure accurately, which is 
manifestly an advantage. 

Space does not permit of any ex- 
tended discussion of various safety- 
release features, although there are 
some manifest advantages in having 
them so arranged as to be as nearly 
automatic in their action as possible 
without interfering with normal op- 
eration. At least one maker provides 


a release which not only takes the 
pressure off the rolls when it is 
touched but at the same time turns 
the operating lever into its neutral po- 
sition so that the driven rolls stops 
turning, a further step in the direction 
of safety. It is an advantage, of 
course, to have the resetting arrange 
ments such that this operation is 
quickly and easily accomplished, pret- 
erably without any change in the pres- 
sure as compared to the previous set- 
ting, as is the case in certain designs. 
Servicing and celaning operations are 
also facilitated if the rolls and their 
bearings are quickly and easily remov- 
able and replaceable when occasion 
rises. Some designs provide hand 
rests with knuckle stops which are 
convenient and promote safety. 

Levers, knobs and handles on 
wringers are frequently die cast in the 
Zamak zinc alloys or from Alcoa Al- 
uminum. Such parts are strong, eas- 
ily produced in complicated shapes 
and have a smooth finish. Aluminum 
is the lighter of the two types of ma- 
terial and takes a polish which it 
holds without .plating for consider- 
able periods, whereas the zinc alloys 
are stronger and more shock resistant 
as well as being lower in price. They 
take a fine polish and are easily plated, 
but tarnish unless plated. They are 
much used for gears, clutches and 
similar mechanical parts, as well as 
for casings for gearings or wringer 
heads. 

Much has been done in recent years 
to improve the appearance of wringers 
through the application of aprons 
which give a massive look and that 
hide various parts which need not be 
exposed, as well as by providing top 
bars and release bars which harmonize 
with the, remainder of the product. 
Such improvements may add little or 
nothing to the utility of the product, 
but they often have a pronounced ef- 
fect upon sales. For this reason, they 
should be given due consideration by 
the salesman, especially if the customer 
does not recognize their merit without 
attention being drawn to them. They 
are certainly of interest to every house- 
wife who takes pride in the appearance 
of the kitchen or laundry in which the 
washer is to be used. 

In gathering information for use in 
this- article, the writer was privileged 
to inspect the extensive facilities for 
manufacturing wringers at the plant 
of the Lovell Manufacturing Com- 
pany and was much impressed with 
the excellenée of the methods and ma- 
terials used despite the low costs which 
wringer manufacturers find it neces- 
sary to meet in a highly competitive 
field. Although Lovell produces sev- 
eral different models with variations 
in special features, economical manu- 
facture and good business policy makes 
it desirable to standardize several of 
the basic elements, such as rolls, 
frames, frames, springs and bearings 
in building up various designs. 

Reference has already been made to 
the unique type of roll construction 
which has been highly developed in 
this plant. The large department in 
which these rolls are made prepares 
its own rubber compounds, each of 
which is especially made to give the 
four classes of qualities considered 
desirable,’ and builds the rolls com- 
plete by its own process of laminating. 
Special care is used in each step of the 
process to insure the quality required, 
even to careful straightening of the 


FEBRUARY, 1936 — ELECTRICAL MERCHANDISING 






















the 
- 
Irns 
po 
fops 
tion 
ot 
ge 
, 
ret 
Tres 
set 
gris. 
are 
hei: 
1ovV- 
sion 
and 
are 


apes 
num 
ma- 
h it 
ider- 
lloys 
stant 
hey 
ited, 
’ are 
and 
ll as 


nger 


fears 
igers 
rons 
that 
rt be 
' top 
nize 
duct. 
le or 
duct, 
d ef- 
they 
n by 
omer 
hout 
They 
puse- 
rance 


h the 


se in 
leged 
s for 
plant 
Som- 
with 
| ma- 
vhich 
1eces- 
titive 
; Sev- 
tions 
anu- 
nakes 
al ot 
rolls, 
rings 


de to 
ction 
ed in 
nt in 
pares 
‘h ot 
e the 
dered 
com- 
ating. 
»f the 
sired, 


f the 
SING 

















Ts rea... 


~M 






















heavy shaft, polishing the parts where 
bearings fit and giving the rolls a crepe 
finish which adds to their frictional 
driving ability. 

In the making of frames, heavy 
gages of beautifully finished sheet steel 
are employed and the joints are not 
only interlocked but permanently spot 
welded. Much polishing is done to 
remove tool marks or any surface ir- 
regularities which the forming of the 
metal entails and then, after careful 
cleaning, all the steel parts are well 
plated with cadmium in as fine a con- 
tinuous plating system as is found in 
anv manufacturing plant. This finish 
is applied not only to the sheet metal 
but to the flat steel spring used to ap- 
ply and equalize the pressure on the 
rolls. 

Parts which are to be lacquered are 
first given the rust resisting cadmium 
plate and are then transferred to spray 
booths where the required coatings of 
lacquer are applied. Thus, even 
though the lacquer may be scratched 
or worn through in hard service, the 
metal is still well protected against 
rusting by the cadmium undercoat. 

In a building which is entirely sepa- 
rate from that in which metal parts of 
wringers are produced, Lovell makes 
its own wringer bearings from selected 
grades of well seasoned maple which 
is hard, close-grained and otherwise 
well adapted for this purpose. The 
machining operations on the wood are 
quite simple, but after these are com- 
pleted the blocks have to be impreg- 
nated with a colorless and water-re- 
sistant lubricant which is a combina- 
tion of four separate materials. This 
impregnating process takes five days, 
during which no less than two ounces 
of the lubricant is taken up by a set of 
for many years of service. 

Aside from its excellent manufac- 
turing facilities and methods, Lovell 
prides itself in a testing laboratory 
and development department in which 
its own as well as competing products 
are thoroughly tested. Here also new 
types of design are worked out and are 
given prolonged trial before they are 
introduced into new models. Even 
though the modern wringer is a com- 
paratively simple mechanism, it is sur- 
prising how many ways of improving 
it have been found and how well it 
accomplishes its purpose despite the 
neglect and hard service to which it is 
subjected to practical use. 


Dead Leads 


NY business which is seasonal in 
character, such as the selling of 
electric refrigerators in a warm cli- 
mate, will show quite a collection of 
“dead” leads at the end of the sales 
period. A large number of customers 
who undoubtedly wanted to buy elec- 
tric refrigerators, for some reason or 
other, did not get around to doing 
it until the season was almost over. 
Then they decided to let it go, at 
least for this year. The Bay Cities 
Washing Machine Service Company 
of Santa Monica, Calif., has learned 
not to drop these failures as hopeless, 
but carefully stores away the names 
of those who did not buy toward the 
end of the season, to make them pre- 
ferred prospects when next year’s 
warm weather again brings the sub- 
ject of electric refrigeration to the 
tore. A very large percentage of these 
dead prospects so treated, come to 
very active life. 
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Better Washing ACTION 





ets Sales ACTION 


1710 EXTRA Water Currents 


Speed Up TURNOVER 
Step-Up PROFITS 


A WATER ACTION that gives women what 
they want—faster, more thorough 
cleansing. A water action that is pat- 
ented, exclusive—that keeps your com- 
petitors from cutting profit out of prices. 
This sales opportunity — faster turnover, 
sure profits—is offered by the Barton 
with patented Convoluted Tub and pat- 
ented Water Action giving 1710 EXTRA 


water currents per minute. 


November Sales Increase 72% 
December Increase 94% 


These phenomenal sales increases over 
the same months of last year for normally 
dull months follow the rapid and steady 
increase which has continued since the Barton 
patented Convoluted Tub and Washing Action 
were announced. 


What further proof is necessary that this action 
sells fast, sells at a profit. 


Write for complete information on the Barton 
Sales Plan. Get in now before the Barton Fran- 


chise is gone in your territory. The BARTON 
CORPORATION, West Bend, Wis. 

















15 water breakers or troughs in the 
Patented Convoluted Tub force jets 
of water back through the clothes. 
114 movements of the Multi-Flo 
Agitator past each breaker per min- 
ute produces 1710 extra water cur- 
rents, 
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many exclusive sales features as the 
Speed Queen. No other washer offers 
Mrs. Housewife so many tangible 


features of superiority. 


Women are great shoppers. They 


like to look around . .. compare values. 





The advantages offered by Speed 
Queen are so clean-cut and outstand- 
ing that the more comparisons a pros- 
pect makes the more firmly Speed 
Queen’s superiority is established. STREAMLINE 
In other words, there is no unique BEAUTY- 


sales strategy behind Speed Queen's 
phenomenal rise in popularity. It is 











merely a better washer, and the pub- 
lic recognizes it. More than 4000 
dealers also recognize it, and they are 
profiting accordingly. 
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“Put S 


66 HAVE a total investment of 
54 cents in thrs business,” said 
Charlie Reynolds, 25 Sturges 

Street, Binghamton, New York. 

“While I was still going to school 
back in 1920 I conceived the idea of 

testing galena crystals and thought I 

could possibly sell them. 1 bought 20c 

worth of the mineral and ran a 34- 

cent ad in a wireless magazine. I got 

back $2.00 from the sale and immedi- 

ately reinvested the total amount. 
“One day I got an order for four 

boxes from a Mr. Pollack in New 

York. To me it was such a large order 

that I remembered the name. Sev- 

eral days later I received a letter ask- 
ing me to meet Mr. Pollack at the 
hotel. 1 came away with an order for 

5000 boxes. It kept every kid in Bing- 

hamton working for the next month 

but we got the order out. It brought 

in a profit of nearly $450 and I 


ABOVE — A logical result of a technical 
mind is this Norge Proof Room. It sells 
quality in terms of parts and materials. 


TOP CENTER—This layout was planned 
years ago—has been built room by room. 


bought my first pair of long pants. 

“The business continued to grow 
and gradually I got into other phases 
of radio parts manufacturing. With 
the advent of large set manufacturers 
| saw where I could make more 
money by buying and selling than by 
making and selling. Finally as radio 
prices came down I moved into ap- 
pliance selling. 

“Now the bulk of our business is 
in appliances and the name Radio 
Testing Station is a misnomer. By the 
way we have been changing that name 
to C. L. Reynolds, Sales and Service, 
tor the past three years. We have 
been gradually reducing the size of 
Radio Testing Station on all printed 
matter while increasing C. L. Rey- 
nolds, Sales and Service. It will be an- 
other 2 years before the job is done.” 

Reynolds’ store is in the back yard 
of his home, some twenty blocks from 
the business district of Binghamton. 
From the outside it is in no way 


ervice Ahead of Sales 


...and sales will take care of them- 


selves,” Says Charlie Reynolds, Bing- 


hamton’s Back Yard Appliance and 
Radio Merchant—and It Works 


By Lars Ekwurzel 


striking as the photograph of Mr. 
Reynolds’ fleet of new trucks at the 
front of the store indicates. It started 
with one small room and has had 
rooms added as needed for the last 
15 years. 

Charlie tried out a Main Street 
store several years ago but gave it 
up after a year’s operation as being 
less effective than his backyard shop. 
“There are a number of definite ad- 
vantages to an outside location—the 
customer has no parking problem — 
store traffic consists only of buyers not 
of lookers—the store has a distinct and 
different personality, so to speak— 
overhead is much lower—space is un- 
limited. But,’ Charlie continued, 
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“A store moving out to such a location 
would have a difficult time for a 
while.” 

The layout of the store is interest- 
ing, shows thought and _ planning. 

One of the most interesting rooms 
is the “Norge Proof” room. “Since 
customers have become consumers and 
buy less on emotion and more on 
logical buying motives we have found 
proof selling becoming more and more 
necessary. Consequently we installed 
this room.” (See picture). On the right 
is a unit which has been run contin- 
uously, without service or defrosting, 
since April 6, 1931. Next to it ts 
a sheet of enamel on which various 
tests are made. Next are disassembled 


9 


parts from refrigerators, washers, 
ranges, etc. Then comes a display of 
various types of insulants and finally 
a box with the door removed which 
illustrates cooling efficiency by show- 
ing that even with the door off the 
box will be cooled sufficiently to oper- 
ate the shut-off mechanism. 

The auditorium indicated in the 
sketch is another unusual room to 
find in an appliance store. It is located 
under the two service shops and is 
very roomy although not large. Mr. 
Reynolds is shown in the picture dem- 
onstrating the oil burner at one side 
of this room to a prospect. As may be 
seen the room is attractively furnished 
with wickerwork and a rug of mod- 
ernistic design. The whole is bright 
and cheerful and admirably illustrates 
the use of the basement as an extra 
living room. At one end of the room 
is a platform raised six inches from 


ABOVE—Taking advantage of every op- 
portunity, Reynolds turns the building's 
source of heat into a selling display. 


LEFT—Is Business Good? “Well I just 
bought 3 new Ford Trucks and a Pontiac.” 


the floor on which electric ranges are 
displayed. Back of the prospect in the 
picture tables and chairs are arranged 
facing a screen at the opposite end of 
the room from the ranges. Here the 
prospect is shown Norge’s_ recent 
talkie ‘Freedom of the Shes.” In 
this room also bi-monthly sales meet- 
ings are held as well as get-together 
parties. 

Mr. Reynolds employs 5 salesmen 
steadily and 5 part-time men. Charlie 
will not hire anyone who has not lived 
a long time in the town. He requires 
his men to be members of many clubs 
and known as “mixers.’’ Absolute 
honesty and ambition are prime, pre- 
requisites. Lack of honesty of sales 
presentation is a prima facie reason 
for instant dismissal of any man. On 
his part Reynolds spends a good deal 
of time training his men. A new man 
is not allowed out of the store for the 
first week and then he is carefully 
coached and instructed. Mr. Revnolds 

(Please turn to page 79) 
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Time 





Distributors 

Dealers and Fairbasks- Morse VriissisSivre wrigeraors W Peal Jones: heed of the home appliance division procs 
Salesmen 

flock to manufacturer’s meetings during January 

to get primed for 1936 appliance business. Here- 

with some highspots from Kelvinator, Crosley, 


Frigidaire, Sparton and Fairbanks-Morse 






Jack Rogers, vice-president and general manager 
of the Crosley Radio Corp., chats with Al Braun, 


J LEQWAR; zi “TT purchasing agent, during the Crosley pow-wow. 
. y , Po 
7 - ¢ 






All set to put on a bunch of regional shows for distributors and deal- And here are Eddie Saunders, Harry Wilson and 
ers, this smiling bunch leave the Leonard factory. Ed Cook of the H. T. Wilson Company, Memphis, 
Tenn., snapped at the Crosley meeting. 


A quartet at the Frigidaire convention: Robert Hall of New York Cty, boyhood Ernest R. Breech, staff executive of General 
Ray Fox, GM Acceptance Corp.; Charles friend of FE. G. Beichler, Frigidaire pres- Motors Corp., chats with Carl A. Copp, vice 
T. Lawson, household sales manager; ident, chats with Frank R. Pierce, man- president and general sales manager of F rifi- 
Virgil Hetzel, service manager and H. J. ager of Frigidaire’s Household division. daire Corp. 

“Jonny” Walker, manager of Frigidaire's 

public utilities division. 
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_— And here's the gang of distributors and salesmen that converged on Jackson, Mich., for the Sparks- 


Withington convention. They had a new line to look over and registered plenty of enthusiasm. 





Three big eastern distributors arrive in Detroit for 
Kelvinator’s convention. Left to right: Paul Krich, 
Krich-Radisco, Newark; Raymond Rosen of Philadel- 
phia; Max Krich, Jack Rassin and E. A. ‘Ernie” 
Wildermuth of Brooklyn, N. Y. 





Sam C. Mitchell, 
Kelvinator Adver- 
tising director, tore 
up his speech but 
made a better one. 


This will give you some idea of the size of 
Kelvinator’s banquet at the. Book-Cadillac. 
Less than half are shown. 


Here is the Conference Board which officially opened 


Kelvinator 
Kelvinator’s big convention in Detroit. Nearly 1,000 


attended and were enthusiastic about the new line and the aggressive way that this 
company is swinging into 1936 merchandising and promotion plans. Orders placed at 


a. WW. “ae” 


Newell, of Geyer, 


H. W. Burritt, vice Walter Jeffrey, do- 


president in charge 
of sales, Kelvinator 
keynoter at the con- 
vention. 


mestic sales pro- 
motion manager, 
showed the boys a 
lot of stuff. 


the convention by leading distributors were double tLose of last year. 


Cornell & Newell 
agency, put on his 
fighting face when 
talking. 


r, 


yd 


: 4 


Four high executives of General Motors Corporation at the speaker’s S. A. Long, president of S. A. Long Electric Company, Wichita, Kan . 
table at the annual Frigidaire sales convention dinner: W. F. Arm- pioneer Delco-Light and Frigidaire distributor, spins a yarn for B. § 
strong, vice president and assistant general manager of Frigidaire; Mott, center, field representative for Alfred P. Sloan, Jr., presiden 
Richard H. Grant, vice president of General Motors in charge of of General Motors, and J. J. Nance, manager of Frigidaire’s air con 
sales; E. G. Biechler, president and general manager of Frigidaire;  ditioning activities. The trio was at the speaker’s table at the annua 
and Charles F. Kettering, vice president of General Motors, in charge Frigidaire sales dinner in Dayton. 

of research. 
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Lee A. Clark, household advertising and 
sales promotion manager of Frigidaire, chats 
with David M. Noyes, vice president and 

» feneral manager of Lord & Thomas, Chi- 
cago, Frigidaire advertising agency. 


Copp, vice 
r of F rift- 
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ILENT BLADE FANS 





A smart-looking fan line not only appealing in 


design but more serviceable than ever — as free 


from noise as modern engineering can make fans 


—a greater volume of air farther—evenly, smoothly, 


The new Cool Spot 
line of popularly 
priced fans has 
everything it takes 
to make quick, 
profitable sales --- 


--- and satisfied 
customers - 





quietly — here’s a fan 
line that is out in front. 


With Signal Fans go a 


reputation that’s known. 


far and wide for quality 
and service. Write now 
for Signal’s new mer- 


chandising program. 


Signal Electric Mfg. Co. 


Menominee, Michigan 
Manufacturers of Electrical Fans and Appliances 
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H. D. Wehrly, former man- 
ager of the marketing and 
organization department of 
Frigidaire has formed the 


Wehrly Research Service, 
marketing research agency. 





George Mcintyre of Newark, 
N. J., has been appointed a 
vice president of Norge in 
charge of national buyers’ ac- 


tivities and 
fimancing. 


advisory on 





W. L. Sayre has been ap- 
pointed New England district 
representative for Hotpoint 


refrigerators, according to 
Harry C. Mealey, division 
manager. 


Norge 

Norge Division Borg-Warner Cor- 
poration announces the appointment 
of George McIntyre of Newark, 
New Jersey as vice-president in charge 
of national buyers’ activities, effective 
January Ist. 

Mr. McIntyre will maintain his 
connections as officer and director of 
several corporations affliated with or 
supervised by Beneficial Management 
Corporation, having been associated 
with this organization for a number 
of years. He was formerly an officer 
of Commercial Credit Corporation 
and the Morris Plan institution, and 
has a notable career in financial cir- 
cles. He is not a newcomer in the ap- 
pliance field, having formerly been 
identified as an executive with one 
of the larger appliance manufacturers. 

McIntyre will also act in an ad- 
visory capacity on finance for the na- 
tion-wide Norge distributive organiza- 
tion 


Hotpoint Refrigerators 

Eight district representatives have 
been named by the Hotpoint Refrig- 
erator Division of General Electric 
Company to assist the sales organiza- 
tion, Harry C. Mealey, division man- 
ager, has announced. 

The appointments and their respec- 
tive headquarters are: F. L. Sacha, 
southeast district ; headquarters, Atlan- 
ta, Ga. W. L. Sayre, New England 


E. H. Bryant is another Hot- 
point refrigerator appointee. 
His territory will be the mid- 
west with headquarters in 
Chicago as district represen- 
tative. 


district; headquarters, New York, 
N. Y. E. F. Morford, north central 
district; headquarters, Cleveland, O. 
H. G. Wilds, middle Atlantic dis- 
trict; headquarters, philadelphia, Pa. 
E. H. Bryant, middle western dis- 
trict; headquarters, Philadelphia, Pa. 
McLeod, southwestern district ; head- 
quarters, Dallas, Tex. S. C. Griswold, 
western district ; headquarters, Kansas 
City, Mo. A. A. Nerling, Pacific 
district; headquarters, San Francis- 


co, Calif. 


G-E Radio 

W. R. G. Baker has been appointed 
managing engineer of the General 
Electric Company’s radio receiver sec- 
tion, with responsibility for both the 
engineering and the manufacture of 
its products, according to an an- 
nouncement by W. Stewart Clark, 
manager of the company’s Bridgeport 
Works. Although closely associated 
with General Electric’s initial radio- 
development activities, Mr. Baker 
for the past few years has been con 
nected with the RCA-Victor Com 
pany, Camden, N. J. 


Commonwealth Edison 
Announcement is made by the 
Commonwealth Edison Company, 
Chicago, that Gardner Howland has 
been appointed manager of merchan 
dise sales. The position of general 
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Gardner Howland has been 
appointed manager of mer- 
chandise sales of the Com- 
monwealth Edison Company, 
Chicago. He will supervise 
the Electric Shop. 


L. L. Nielsen, for many years 
assistant to the vice-presi- 
dent of the Maytag Compa- 
ny, has been named advertis- 
ing manager of the company. 


manager of The Electric Shop has 
been abolished. 

In his new capacity Mr. Howland 
will have supervision over The Elec- 
tric Shop, appliance field sales and 
wholesale merchandise sales depart- 
ment. He reports to Vice-President E. 
W. Lloyd. 

Mr. Lloyd’s title has been changed 
from vice-president in charge of elec- 
tric light and power to vice-president 
in charge of sales. In addition to the 
departments formerly under his juris- 
diction he now has charge of all mer- 
chandise sales of the company. 

W. H. Culver, in charge of pub- 
licity and advertising, has resigned. 
E. Frank Gardner, his assistant will 
act in his place. 


Signal 
Signal Electric Mfg. Co., Meno- 
minee, Michigan, announces the op- 
pointment of Mr. Walter J. Goggin, 
Syracuse, New York, as their New 
York State representative. He will 
cover all of New York State, with the 


exception of New York City, for Sig- e ” eee TING cePeneeae 
nal products. . 


Grunow 
Wm. C. Grunow, head of General 
Household Utilities Company, manu- 


facturers of Grunow Radios and Re- 
trigerators, has announced the ap- 
pointment of Howard J. Shartle as 
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UNDREDS of manufacturers of wash- 

ing machines, ranges and refrigerators 

regularly use Armco Ingot Iron as a base 

for the lustrous, easy-to-clean porcelain 

enamel. They have found it by far the most 
satisfactory metal for this purpose. 

But this means little to you unless you 
capitalize it . . . unless you insist that the 
products you sell bear the famous Armco 
Label . . . unless your sales people always 
point to this label and briefly explain its 
significance to prospective purchasers. 

Specially-processed Armco In- 


holds it smoothly and hence more 
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“ARMCO’ 
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attractively. It insures life-time beauty and 
usefulness of the products you sell. 

And remember, the most important point 
for you is that Armco Ingot Iron has been 
nationally advertised—in magazines and 
radio—for twenty-two years. No other 
metal can begin to give you this merchandis- 
ing background, this prestige and buyer- 
acceptance. If you have overlooked this 
definite plus-value, start using it today for 
all it is worth. The American Rolling Mill 
Co., Executive Offices, Middletown, Ohio. 


— Experienced buyers always look for 
got Iron holds the glass-like por- PORCEI S| this label on appliances. If it does 
celain enamel in a vise-like grip, NAME not appear on the products you sell 


ask the manufacturer to use it. 
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General Sales Manager and Otto H. 
Bowman as Assistant Sales Manager. 

Mr. Shartle began his career as a 
stenographer with the Victor Talking 
Machine Company and upon leaving 
that organization to become President 
and General Manager of the Cleve- 
land Talking Machine Company had 
risen through various factory and exe- 
cutive assignments to charge of all 
domestic and export phonograph sales. 

Otto H. Bowman, the new Gru- 
now Assistant Sales Manager has 
been associated with Mr. Grunow 
since 1919 and has headed the well- 
known Janney-Bowman Company of 
Detroit. He established the Grunow 
organization's first 23 distributor- 
ships and is highly regarded by elec- 
trical appliance wholesalers and re- 
tail merchants throughout all 48 
states. 

According to Mr. Shartle, an- 
nouncement will be made during the 
next fortnight of the Grunow or- 
ganization’s new executive department 
heads and divisional sales managers. 


Rex Cole 

Paul A. Hunker, who for the past 
two years has been head of water 
cooler sales of General Electric Com- 
pany’s commercial refrigeration sec- 
tion, with headquarters here, has been 
named manager of the commercial de- 
partment of Rex Cole, Inc., New York 
G-E distributor. The appointment os 
effective January 15. 

Previous to coming with the com- 
mercial refrigeration section here, 
Hunker was head of the water cooler 
department of R. Cooper, Jr., Inc., 
G-E distributor in Chicago. 


Allen-Bradley 

The Allen-Bradley Company, Mil- 
waukee, Wisconsin, manufacturers of 
electric motor control equipment, an- 
nounce the appointment of Mr. S. A. 
Rhodes, 2015 Main Street, Cromwell, 
Connecticut. Mr. Rhodes will repre- 
sent the company in their Connecticut 
territory, replacing Mr. R. B. Soder- 
berg of Hartford. 


General Electric 

Stimulated by the success of its dem- 
onstration home building program, the 
General Electric Company, through 
C. E. Wilson, vice president, has an- 
nounced the formation of the General 
Electric home bureau to co-ordinate 
more effectively its services for the 
benefit of architects and prospective 
home-builders. Carl M. Snyder has 
been named manager of the new de- 
partment, which will have its head- 
quarters in the G-E building in New 
York City. The new bureau will con- 
tinue present activities and enlarge its 
its services to the end that all inter- 
ested in the housing field may be ma- 
terially assisted. 


Meadows 

Joseph Scruggs, Ponca, City, Okla- 
homa, has been appointed sales man- 
ager for Meadows washers and iron- 
ers for the Thompson-Parker Lum- 
ber Company retail stores in Still- 
water, Ponca City, Oklahoma. 

Mr. Scruggs formerly was city sales 
manager for the Oklahoma City May- 
tag Company. He has organized a 
sales force of 19 men for the four 
stores, with 8 working out of Still- 
water, 
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Graybar 

The Graybar Electric Company an- 
nounces the appointment of A. D. 
Hammond as Manager of their Bir- 
mingham office. Mr. Hammond will 
succeed W. R. Philips who has been 
Manager for the last six years. Both 
men have been with the Graybar or- 
ganization ever since its inception in 
1926 and previous to that had service 
records with the Western Electric 
Company. 


International Nickel 

A. J. Wadhams, Manager of De- 
velopment and Research, The Inter- 
national Nickel Company, Inc., has 
announced the addition of Herschel 
V. Beasley to the technical staff. Mr. 
Beasley will make his headquarters in 
the New York office where his services 
will be available to industry at large. 
His activities will include problems in- 
volving the production and application 
of alloy cast irons. 


N. Y. Electrical Association 

Frank W. Smith, president of The 
New York Edison Company, was 
elected Chairman of the Board of the 
Electrical Association of New York, 
Inc., and H. H. Barnes, Jr., commer- 
cial vice president of the General Elec- 
tric Company, president, at the annual 
meeting of the Association held _re- 
cently. 

Other officers elected were C. F. 
Stephens, vice president, Westing- 
house Electric & Manfacturing Co., 
first vice president; A. Lincoln Bush, 
president, Belmont Electric Co., Inc., 
second vice president; C. L. Harold, 
general sales agent, Brooklyn Edison 
Co., Inc., third vice president ; Joseph 
F. Becker, vice president in charge of 
sales, The New York Edison Co., Inc., 
fourth vice president; P. Schuyler 
VanBloem, president, Viking Prod- 
ucts Corporation, treasurer; J. H. 
McKenna, eastern sales manager, A. 
J. Lindemann & Hoverson Co., secre- 
tary, and S. J. O’Brien, president, S. 
J. O’Brien Sales Corp., assistant sec- 
retary. 

H. H. Barnes, Jr. the new president, 
succeeding Clarence L. Law, was first 
vice president of the Association for 
the past five years during which period 
he was also chairman of the Associa- 
tion’s Finance Committee. 


Delco-Heat 

Promotion from regional sales man- 
ager to sales manager of the Delco- 
Heat division, has moved D. G. Spahr 
from New England territory to the 
Delco Appliance Corporation factory 
in Rochester, N. Y. 

Mr. Spahr has served the General 
Motors subsidiary as regional manager 
in Middle Atlantic States prior to tak- 
ing over the New England territory. 


Mutual Sunset 
Walter Trittipo has been appointed 
manager of the Central Stations Div- 
ision of the Mutual Sunset Lamp 
Company, according to a recent an- 
nouncement. 


U.S. Electric Mfg. Corp. 

S. Jay Atkin formerly advertising 
and Sales Promotion Manager of 
U. S. Electric Mfg. Corp., of New 
York has resigned the position he held 
for twelve years and has just left for 
an extended motor tour. 
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PORCELAIN 
Wet? Porcelain enamel is a mineral sub- 
stance through and through. Every 
ingredient, color pigments and all, 
is mineral. Essentially—porcelain enamel is 
molten rock fused right into its supporting 
metal base. That is why porcelain enamel is as 
enduring as the Grand Canyon. They are 
both rock. 


Porcelain enamel is impervious to either heat 

or cold; it resists acids; its original lustre or 

color will never fade or dull; it cleans easily; 
| stays sanitary; lasts a lifetime. 


Porcelain enamel is not only permanently 
| durable — it is permanently presentable. It 
_ will never peel, scratch or mar under ordinary 
usage. It is the lifetime finish for every user; 
the long-profit finish for every retailer. 


Wash tubs were once made of wood. Then galvan- 
ized iron, copper, brass and other materials. Today 
porcelain enamel is the accepted standard of excel- 
lence—because no other material will so long endure. 


selling point. Sell up to quality. Sell up to 
The porcelain enamel finish is an unbeatable _ profit. Sell up to porcelain enamel. 


EDUCATIONAL BUREAU 


Clearing House for Sales and Technical Information 


PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue, Chicago 


PORCELAIN ENAMEL 44 
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A. T. HARRISON, 


of Harrison's Service, Brunswick, 
Georgia, has built up an attrac 
tive business for himself in spoce 
heating installations for the en 
tire home. 





HERE is going to be a lot of 
surplus electricity generated 
in the United States when 


structing in every section of the coun- 
try are ‘finally completed and the gen- 
to operating. It will be 
surplus electricity, that is, until a load 
is developed which will absorb it put 
it to work. The electrical industry of 
the country right now is fairly busy 
thinking over what this load may be. 
New factories? Well, perhaps—but 
we had sort of an idea that‘overpro- 
duction in the industrial field was one 
of the things which the government 
The cultiva 
tion of new agricultural acres? That, 
but with the A. A. A. paying 
farmers to cut down the acreage al 
ready planted, that outlet, also, seems 


erators get 


was trying to prevent, 


too 


limited. (jreater use of electricity in 
the home? Ah, now you're talking. 
The domesti market undoubtedly 


holds the center of the picture. It is 
the home which will be expected to 
kilowatts as produced, on a 
scale not now completely realized. 
Just what does this mean to the man 
who is selling electrical equipment ? 
Well, let us look at what it has meant 
in the communities which have sprung 


absor b 


up in the neighborhood of these con- 
struction projects. Take the three 
cities of Norris and Pickwick in Ten 
nessee and Mason City at the Grand 
Coulee project in Washington. They 
are. cities almost entirely without a 
chimney. The first two are government 
constructed, the latter is a project 
sponsored by the contractor who is 


Mason City at Grand Coulee are pointing 
the way to the space heating market . . . To 
A. T. Harrison, Brunswick, Ga., contractor- 


dealer, it's a going business right now 





Is Electric Heating 


Pickwick and Norris in Tennessee and 


," 


—~— Gu 


MASON CITY 






























































NORRIS 





Here is a permanent residence on the Pickwick project, 
one of several which will later form the nucleus for an 


electrically heated town 





TUPELO 
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A chimneyless apartment house at Tupelo, Mississippi 
automatic heaters are installed throughout 


handling the work. In each case they 
are completely electrified. Every house 
has as a matter of course an electric 
range and water heater. Every house, 
also, is electrically heated. All of these 
jobs utilize Wesix heaters of the port- 
able and permanently installed wall 
types. It is interesting to note that at 
Norris and Pickwick most of the elec- 
tric heaters are installed with complete 
automatic control. Some of these homes 
are temporary structures, of course, 
but by no means all of them. There are 
attractive and permanent communities 
being built here, which are and prob- 
ably always will be electrically heated 
towns. 

Ah, but this is an exceptional case, 
says the skeptical electrical dealer, see- 
ing no place for himself in this pic- 


An electrically heated home ot Norris, Tennessee, 
typical of the many electrified houses on this project. 


ture. These towns are right at the gen- 
erating plant; they are utilizing elec- 
tricity which would otherwise be go- 
ing to waste; no wonder they can af- 
ford to heat electrically. Besides, the 
government is the one who is doing the 
buying and the manufacturer the sell- 
ing. But the story doesn’t stop here. 

In the first place, the authorities, in 
making these complete installations, 
were looking toward a later market 
for electric heating among the general 
public. In the instructions given those 
contacting workmen at Pickwick, for 
instance, it is pointed out that the ma- 
jor reason for providing completely 
electrified homes for the men was to 
educate them to the benefits of electri- 
cal convenience, with the idea that 
later in their own homes they would be 
satisfied with nothing less—and also 
that they might spread the good story 
among their friends and home com- 
munities. This later business will be 
dealer business. 

Look what has happened in the 
South, for instance. At Brunswick, 
Georgia, on the lines of the Georgia 
Power Company (not a government 
project, although undoubtedly rates 
are afiected by ‘competing T.V.A. 
rates) lives A. T. Harrison, owner 
and proprietor of Harrison’s Service, 
electrical contractor-dealer. Mr. Har- 
rtson for the past few years has been 
casting about for some means of 1! 
creasing the volume of his business. 

He was looking, if possible, to! 
something new, something which 
would as yet be an undeveloped field, 
not in competition with department 
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is is o partial view of Mason City at the Grand 

wlee project, Washington. This was featured re-— 

ntly in Ripley's Believe It Or Not cartoon as 
e City Without a Chimney.” 
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stores, power companies, or drug 
stores. He found it in electric space 
heating for the entire home. With the 
Wesix heater as the equipment offered, 
he started simply telling people he met 
of the advantages of electric heating 
as he saw them. He did not set out to 
sell electric heating—he just talked 
about it. 

Everyone is interested in something 
new and he reports that in a short time 
electric heat for the home was the main 
topic of conversation in that neighbor- 
hood. Then he made his first installa- 
tion. The owner was delighted with 
the results and what proved to be the 
low cost of operation’on the Georgia 
Power Company’s rates, and he pro- 
ceeded to show his new equipment to 
all his friends. Very soon Mr. Harri- 
son was receiving calls for estimates 
several times daily. He states that he 
has been able to maintain heater. sales 
even through July and August. 

“By just a little study and word of 
mouth advertising’, he says, “I have 
been able to make numerous installa- 
tions at Sea Island Beach, one of Geor- 
gia’s famous coastal resorts, and in this 
vicinity. I have actually built another 
business into my regular business that 
has considerably increased my income.” 

Other districts in the south have re- 
ported similar developments. At Tu- 
pelo, Mississippi, for instance, there 
was recently erected a chimneyless 
apartment house, which was 100 per 
cent electrified, with electric heaters 
throughout. This type of installation 
was justified by the savings, both in 
cost of initial installation (no base- 
ment furnace space and no chimneys 
were required) and by the economies 
of operation, with complete flexibility 
of the heating system and with janitor 
service eliminated. Not to mention the 
value of electric heat as a selling point 
in dealing with prospective tenants. 

On the Pacific Coast, where electric 
heating has long been accepted on a 
moderate scale, interest is taking a 
more active form. With the coming of 

Boulder Dam power in southern Cali- 
fornia and’ with the completion of the 
Grand Coulee and Bonneville projects 
in the Pacific Northwest, undoubtedly 
there will be a considerable upswing 
in this field. Already there are over 
150 schools in California alone which 
are completely electrified. The health- 


(Please turn to page 61) 


ELECTRICAL MERCHANDISING - 








\ 








WITH 
EXCLUSIVE 





TRIPL-OVEN’ 


... NEW! LOW PRICED! 


GENERAL ELECTRIC RANGE 











HE sensational “Tripl-Oven” in the new 

G-E Speedster gives 30% faster baking 
speeds with 45% less current. THAT’S some- 
thing to shout about to your trade! “It’s the 
greatest advance in electric cooking in ten 
years,” says one famous home economist. 


Priced to sell to the mass market, the new 
CALROD equipped G-E Speedster is years 
ahead of the procession in speed, economy, 
appointments, new modern styling. Acces- 
sory Back Shelf with G-E Lumiline lamp and 
modernistic salt and pepper shakers available 
at slight additional cost. Space for Automatic 
Timer provided. 


A Great Leader in a Great Line 


The Speedster and other new ranges in the 
1936 G-E line, plus the new hard hitting 
“New Freedom” Sales Campaign, give you 
everything needed for quick, easy sales and 
substantial net profits. Get all the facts! 
General Electric Company, Appliance and 
Mer.handise Department, Section RE2, Nela 
Park, Cleveland, Ohio. 








1. Super-Speed 
Pastry Oven gives 
as much as 30% 
faster baking 
speeds—uses up to 
45% less current. 
Duplex CALROD 
Oven Unit pre- 
heats pastry space to 
475° in 5 minutes. 





2. Super-Fast Broil- 
er. Has 2400 or 3600 
watts for broiling. 
Equipped with 
aluminum shielded 
Smokeless Broiling 
Pan, and G-E“Econ- 
omizer” for extra 
speed and economy. 











3. Roasting Oven 
with 5% greater 
capacity than stand- 
ard 16 inch oven. 
Accommodates 20 
Ib. turkey. Sliding 
shelves with safety 
stop at rear. Coun- 
ter balanced door. 











GENERAL ($6) ELECTRIC 


AUTOMATIC ELECTRIC RANGES 
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One out of every five families is an 


active prospect for appliances, fix- 


tures, supplies and wiring in the 


Government's great drive to finance 


residential building, modernizing and 


repairing. Here is a picture of how 


the plan works out and what it means 


to the dealer in actual business today. 


By Roi B. 


Tell a man that there are 672,398,- 
678 stars in the firmament,, and he'll 
take your word for it. 

Put a sign “Wet Paint” on a chair, 
and he'll have to investigate the mat- 
ter personally. 

Tell the average dealers sales force 
that $1,650,000,000 was spent in 
1935 for home building, moderniza- 
tion and repair and more than likely 
he'll say, “Sure—so what?” 

But—tell them that one family in 
every five in his community ts an ac- 
tive prospect for some form of home 
modernization equipment which they 
sell we can be pretty confident they'll 
be inclined to make a personal investr 
gation! 


HE greatest opportunity in its his- 
tory faces the electrical industry. 
That opportunity exists largely in 
the need for better housing for the 
great American Public, and the de- 
velopments on foot to realize that 
need. 
Reduced to simple figures it means: 


750,000 new homes are need- 
ed annually for the next five 
years. 

16,000,000 buildings are in 

need of repairs: of which 

3,000,000 are in bad shape 

and require either major re- 

pairs or complete modern- 
ization. 

These figures are based on data of 
the Committee for Economic Recov- 
ery. They check closely with statistics 
compiled by Government and other 
sources. They may be taken as fairly 
accurate. 

So what? What does this all mean 
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in terms of opportunity, particularly 
to the retailer of household electrical 
merchandise and equipment, and to 
the electrical contractor ? 

It means business—business for the 
heating and air conditioning man, 
for the cooking equipment man, for 
the fixture and lamp man. It means 
business for the retailers of laundry 
equipment, cleaning appliances,—in 
fact, for the sellers and installers of 
every electrical item which enters into 
American housing. 

Translated into dollars, it calls for 
the investment of approximately : 

$3,750,000,000 annually for 

building for the next five 
years— 

$900,000,000 to $1,200,000,000 

for immediate repairs and 

modernization, and— 
$4,800,000,000 to $6,400,000,000 
ultimately to be used for this 
purpose. 

These figures are based upon an 
average of $5,000 per residential 
dwelling for new building; and mod- 
ernization applied to single-family 
dwellings, at an expenditure of be- 
tween $300 and $400 per dwelling. 
No estimate is included of industrial 
and commercial moderiznation and 
building. Nor does this data include 
investment for public institutions and 


the like. 


“What's In It For ME?” 


Let's see if we can’t translate some 
of these big figures into little and big 
opportunities for Mr. Retailer. Par- 
enthetically, we might add that the 
more progressive manufacturers of 


electrical equipment and appliances 
already have translated these statistics 
into business potentialities. There ap- 
pears to be no question in their minds 
on what better housing means to them. 
They know. And their promotional 
campaigns already planned, and under 
way, evidence their knowledge. 

But to get to cases for the electrical 
retailer. An executive in the Federal 
Housing Administration says this: 

“Of the properties actually in 
need of modernization, it has 
been clearly indicated that one...... 
family out of every five families 

is an active prospect—and conse- 

quently, the. population of any 

community can be divided by 20 

as a factor, and the result is the 

number of prospects.” 

Now it looks like we're getting 
somewhere. If this authority is right, 
it means that every fifth family in 
every community is a “live” prospect 
for appliances, equipment and supplies 
that go to make for better housing— 
better living conditions. In support of 
his contention this informant submits 
findings based upon Administration 
investigations. 

According to this authority, inter- 
est in modernization is as follows: 
Type of Home % of People 


Modernization Interested 
Bathroom .47.3 * 
Kitchen 43.1 3 
Dining Room . ao * 
Living Room 323 © 
Bed Room oda © 
Painting Interior eee 
Painting Exterior , 42.9 
Roofing <= Se 
Porch Repairs 314 * 
Heating Plants . ae © 


New Plumbing . - ae 


Cellar Modernization m * oe 
General Repairs 40.0 * 
Additions .23.5 © 


Those items indicated by an as- 
terisk designate interest in improve- 
ments and /or repairs which specifi- 
cally concern the electrical retailer 
and contractor. ‘Electrical work’”’ and 
“electrical equipment”’ of one form or 
another play prominent parts in prac- 
tically every modernizations specifica- 
tion laid down by home owners who 
have been interviewed. 

Now we're getting “forrader.”” But 
let’s go on; let’s translate this interest 
in home modernization into still more 
specific things. Let’s see what the 
47.3 per cent of people interested in 
“modernizing” their bathrooms might 
include in their modernization specifi- 
cations: and the 43.1 per cent con- 
cerned about their kitchens, and so on. 

Bathroom. .. .47.3% 
Ceiling lights* 
3 brackets* 
3 convenience outlets* 
Special purpose outlet* 
Night light outlet* 
Curling iron 
Built-in heater* 
Shaving light* 
Sun lamp 
Kitchen... .43.1% 

(and pantry) 
Ceiling lights—brackets* 
4 convenience outlets* 
Imersion heater 
Radio outlet* 
Range-—~cooker* 
Mixer 
Refrigerator* 
Dishwasher* 
Ventilating fan* 
Electric clock* 

Dining Room... .24.8% 

Floor outlet* 
4 baseboard outlets* 
Ceiling fixture and brackets* 
Radio outlet* 
Special purpose outlet* 
Grill—toaster 











Percolator—samovar 
Waffle iron 
Call bell* 
Decorative lamps*? 
Egg boiler 
Fan*? 
Cigar lighter*? 
Living Room... .32.3% 
Floor outlet* 
6 baseboard outlets* 
Ceiling fixture, brackets* 
Special purpose outlets* 
Radio outlet* 
Vacuum cleaner 
Corn popper 
Bridge and table lamps 
Electric clock*? 
Radio set*? 
Bed Room... .31.6% 
Ceiling light—brackets* 
One or more convenience outlets* 
Spectial purpose outlets* 
Radio outlet* 
Controls for nursery light* 
Master switch for outside lights* 
Intercommunicating telephone* 
Air heater* ? 
Desk and floor lamps*? 
Electric clock* ? 
Note: Extremists can have coutrols 
to operate kitchen percolator, furnace, 
front-door release, etc. located in master 
bedroom. 
Porch... .31.4% 
Ceiling and bracket lights* 
2 convenience outlets* 
Radio outlet* 
Electrically lighted house number* 
Porch light or lanterns*? 
Radio speaker 
Cellar Modernization. . . .22.2% 
(Including heating plants... .25.5% 
3 ceiling lights” 
4 convenience outlets* 
Special purpose outlet* 
Hot water heater* 
Bell-ringing transformer* 
Fire alarm system* 
Stair controlled light switch for cellar 
lights* 
Oil burner, automatic stoker or burner- 
boiler® , 
Air conditioning equipment* 
Electric workbench and tools* 
Electric sump pump*? 
General Repairs . . . 40.0% 
Laundry 
Ceiling outlets *® 
3 convenience outlets* 
Special purpose outlets* 
Washer 
Ironer 
Clothes dryer*? 
Fan*? 
Intercommunicating telephone® 
Time switch for washer* ? 
Pilot light for iron*? 
Ventilating fan*? 
Garage 
Ceiling lights*® 
2 convenience outlets* 
Special purpose outlets* 
Flashlight lantern 
Trouble or extension light 
Automobile engine heater 
Air heater*? 
Hand vacuum cleaner 
Battery charger 
Motor-driven tire pump 
Fire alarm system* 


The picture of opportunity comes 
into sharper focus. It becomes almost 
crystal clear when we carry our rea- 
soning further,—when we realize that 
every room in those 750,000 new 
houses required annually must be 
wired, fixtured and otherwise equip- 
ped electrically; when wes awake to 
the fact that the money spent for new 





*Note: Those itmes marked (*) indicate 
material or appliances which, to the 
best of our knowledge, are approv- 
ed for insured loans under the regu- 
lations of the Federal Housing Ad- 
ministration. Those items marked 
(*?) are questionable. Generally, 
built-in or permanently attached 
housing equipment only is consid- 
ered within the insured loan regu- 
lations of the Federal Housing Ad- 
ministration. 


(Please turn to page 42) 
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The Sensational 
~ op. Retrigerator of 1936 


Dt had EverniT hing / 


FIVE-YEAR PROTECTION PLAN—Proof of dependability 

















TEMPERATURE INDICATOR —To show interior cabinet 


temperatures 


TEMPERATURE CONTROL—Thirteen different freezing 
speeds 





RUBBER GRIDS IN EVERY FREEZING TRAY—for easy 


removal of ice cubes 


LEN-A-DRAWER—for storing vegetables not needing 


refrigeration 
CONVENIENCE BASKET—for holding small articles 
SLIDING SHELF—a great convenience feature 


SERVICE SHELF—on inside of door 


CRISPER—- moist storage for keeping green vegetables 


fresh and crisp 


LEN-A-DOOR— Door-opening foot pedai 


Te 


Ppnewee® PORCELAIN INTERIOR © CHROME FINISHED HARDWARE 





This sensational new Leonard holds tremendous sales and 
profit opportunities for dealers in 1936. It’s the refrigerator 
that every prospective purchaser will want to see. It will be 
backed up by a smashing national advertising campaign, 
bigger than ever before—plus sales promotion and local 
advertising that will produce results. 

Everything is ready! Write for full details now. Leonard’s 
going places in 1936. There's still time for you to go along 
if you act at once. 


LEONARD REFRIGERATOR CO., DETROIT, MICHIGAN 


LEONARD 
Hot Aine tot 19030/ 
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ABC MODEL ONE-FIFTY-SIX — the Greatest 
value in the washer field . . . this largest cap- 
acity washer has more safety and conveni- 
ence features than any washer ever built. 











ABC MODEL ONE-SEVENTY-SIX SPINNER WASHER— 
There is but ONE Spinner . . . ABC builds it . . . the 
complete home laundry unit. 
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ABC was unquestionably the “Top Line” in 1935... the 
greatest yearein ABC’s 26-year history . . . Greatest percentage 
of increase in volume of sales on both washers and ironers 
... far above the average for the industry . . . the Fastest Sell- 
ing Complete Line of Washers and lroners in America. 
At the National House Furnishing Show in Chicago, the 
BC 1936 Line was an instant sensation!... buyers from 
st to coast acclaimed the new ABC Line as the “Top Line” 
r 1936. 
Sensational new models... new styling ...new beauty 
... mew safety and convenience features . . . priced for quick 
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ABC MODEL ONE-SIXTEEN — the low- 
est pticed, quality built washer ever 


ABC MODEL ONE-THIRTY-SIX — A new, 
larger capacity, full-featured, low priced 
washer. offered. 


BROS. € OMP AN Y 
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sales, immediate turn-over and greater profits . . . the 
line that offers a “Special” every day in the year... 
the line that completely covers the field . . . a size \ 


washer and ironer for every purse and purpose... 
four outstanding washer models and four outstanding 
ironer models . . . the ALL-Star 1936 ABC Line... . 
every model head and shoulders above competitio 

Just look at these outstanding ABC Washer a 
Ironer models. You owe it to yourself to get all the 
facts! Write or wire for complete information on the 
ABC “Top Line” for 1936. 














ABC ROLL-ABOUT IRONER MODEL RA ABC CABINET IRONER MODEL TA — with 
— Full-featured, fully automatic, finely stainless porcelain top that swings out. 
built, low priced ironer. 
B U | L T BUCY A L 
ce oe, 19 0 9 yr & @& & ft A 
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ABC DE LUXE CABINET IRONER MODEL YA—Equip- 
ped with two-speed control . . . thermostat heat con- 


trol . . . beautiful cabinet . . . the greatest value in 
the ironer field. 














ABC DE LUXE IRONER MODEL ZA — Stand- 
ard size, high quality de luxe kitchen-table 
ironer. 
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rands represent tomorrow's 
improvements, to offer your customers today. 
Royal Super Grand is the first streamlined vacuum 
cleaner. It offers many advantages. . 
Royal Dealers are not handicapped either by resale or 





direct selling operations on Royal Cleaners. Royals are 


sold exclusively through dependable dealers, | 
There's a Royal Vacuum Cleaner _ 
to Meet Every Purse and Need 

Get in touch with your Royal Distributor zew and get 








You Can Sell the Culinaire, and Add to Your 
Profits. Get full information now, 








THE P. A. GEIER COMPAN Y 


CLEVELAND OHIO 


540 E. 105th ST 
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Billions for Building 





housing and modernization of existing 
housing will come to the retailer—or 
at least a large share of it—in two 
ways. First through the purchase of 
fixtures, appliances and supplies by 
those doing the building or modern- 
izing; secondly, through the purchase 
of electrical merchandise and equip- 
ment by those who are paid for their 
labor and services in the building and 
rehabilitation programs. 

The Building Industry represents 
one of the three largest groups of mass 
purchasing power. Workers in that in- 
dustry have been deprived of that pur- 
chasing power through the almost 
complete stagnation of new building. 
How complete that stagnation was is 
evidenced by these figures for building 
in 257 identical cities for two compar- 
ative years: 


General Repairs 40.0% 
1929 244,394 homes and apart- 
ments were constructed 
1934 the number had shrunk to 
22,063 


It is estimated that one out of every 
three men on relief roles is there be- 
cause of building recession. So many 
who can afford only the bare living 
necessities reduces the volume of sales 
of all other commodities upon whose 
manufacture, distribution and sale the 
prosperity of this country and the re- 
tailer’s community depends. To return 
to these men at least a portion of their 
lost purchasing power is not only a 
civic duty, but re-establishes for the 
retailer a market necessary for his 
own prosperity. 

Of every building dollar spent, it is 
said, 75 cents goes to workmen on the 
job and in the production of materials. 
These wages are spent over the entire 
list of consumers’ commodities, and 
what is equally important—over the 
counters of retailers of these commod- 
ities — everywhere. 

A word about the department 
stores. They are reported in certain 
quarters to have awakened to the im- 
provements in finance and credit and 
the opportunities possible for making 
home furnishings sales to home own- 
ers. Credit managers of some stores 
are quoted as reporting that, thus far, 
the plan of making credit available on 
furniture and household purchases, 
has been satisfactory. The apinion is 
advanced that there will be consider- 
able expansion of time-selling in 1936. 
In this respect American department 
stores differ from their English cou- 
sins’ establishments. When England's 
residential building boom occurred 
her department stores lost household 
volume to specialized chain systems 
operating on a time-payment basis. 

Now we come to perhaps the most 
important development in connection 
with all these activities—most impor- 
tant, aside from the setting up of the 
credit machinery, and its oiling with 
Federal and private funds. This was 
—and is—the “Better Housing Cam- 
paign.”’ 

Late in 1934 plans were drafted for 
a gigantic, comprehensive drive on 
better housing to be known as the 
“Better Housing Program.” 

The first task undertaken was to 
“sell” private industry on the need 
for better housing — new homes, re- 
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pair, replacement, modernization of 
existing dwellings, not to overlook the 
opportunities in the commercial and 
industrial fields. Fortunately, in this 
the sponsors had the example of those 
individual manufacturers who had not 
waited to be coaxed or cajoled but at 
the outset had geared up the Federal 
program and propaganda to their own 
merchandising mechanism. These com- 
panies didn’t hesitate any longer than 
it took the Federal Housing Adminis- 
tration to issue its prospectus and 
plan-book before going into action. 
Noteworthy in this connection was the 
big “push” of General Electric which 
set out to dot the country with 1,000 
model homes. Its campaign, growing 
out of the G-E architects’ competition, 
which brought in 5,000 plans from 
2,400 competing architects resulted in 
awards for 18 plans covering various 
types of modern homes—all to be com- 
pletely electrified. American Radiator 
and Standard Sanitary Corporation 
was another to jump into the lead 
with initiative. Johns-Manville and 
many others inaugurated campaigns, 
some of which bore splendid results. 
It is reported that over 132 companies 
showed sales increases and/or income 
increases due to resumption of activity 
in the field of housing, due to Federal 
and private promotion of the “Better 
Housing Program.” 
Now What of 1936 

Granted all the foregoing is true, 
the question before the house is: 
“What about 1936?” 

Here’s our prophecy. First, we will 
not achieve the total of 750,000 new 
homes, nor perhaps anything like it. 
But there will be a most substantial 
increase in new residential building 
over 1935. We place the number of 
new homes at between 225,000 and 
275,000—and we may be pleasantly 
disappointed. We estimate that on a 
basis of 250,000 new homes for 1936 
the dollar value will be close to $1,- 
200,000,000. 

Next, we estimate the expenditures 
for modernization of homes, apart- 
ments, factories and retail stores, at 
$2,000,000,000 or about 50 per cent 
increase over 1935. 

Thirdly, as we have pointed out 
elsewhere, the electrical industry 
should show an increase of about 13 
per cent, or a gain of about $150,- 
000,000 over 1934. 

re you have it: 
$1,200,000,000 for new construction 
2,000,000,000 for modernization 
Total 
$3,200,000,000 for the 1936 
“Building and Better Housing 
Program.” 

Big figures—yes, but only in line 
with the potentials. Some of that 
money is going to find its way into the 
coffers of the electrical retailer. How 
much will depend upon many things, 
but chiefest upon the degree to which 
the retailer gets behind this program. 

If he chooses to view these billions 
as he would the stars in the firmament 
—accepting the fact without question, 
he'll get nowhere. Jf he says, on the 
other hand—one family in every five 
in my community is a live prospect 
for my merchandise, and I’m going 
to sell ‘em, he'll go far. 
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General Electric, from March 2 to April 30 of this drive will be the most effective one yet staged in 
year, will conduct a Sales Drive of extraordi- the Home Laundry Equipment industry, and that 
nary power for General Electric Home Laundry 1936 will be a particularly fortunate and pros- 
Equipment Dealers. Forecasts are that this sales perous one for G-E Home Laundry Dealers. 










A sales plan that 
works — a sales 
plan with every de- 
tail worked out for 
your profit. 











Develops your mar- 
ket — brings to 
your store many 
new prospects in 
your community. 





New and powerful 
selling helps are of- 
fered. New dis- 
plays — new sales 
training courses. 


Send the coupon to- 
day for complete 
details of the “Old 
Timer” Sales Dis- 
covery Drive. 





Easy to operate and 
attractive to the 
public. It will spot- 
light attention on 
your store. 























Increased store 
traffic—will help to 
increase your sales 
on every item you 
merchandise. 


Brings new cus- 
tomers to your 
store. You’ll make 
more home laundry 
equipment sales. 






















A new and highly 
effective method 
of publicizing the 
Drive. You will like 
it and its results. 










| 
| 
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General Electric Company 
Bridgeport, Conn. 
Gentlemen: 

I'd like to know the details of the “Old Timer” Discovery Drive. Please send me 
my copy of the “Old Timer” Presentation. 
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HOME LAUNDRY EQUIPMENT 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, SRIDGEPORT, CONNECTICUT 
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No carrying charge. Peoples’ 
frees customers from interest 
paying. 


Charles McCasey (right): Ma- 
homet goes to the mountain. 


HETHER Charles Mc- 
Casey is a profound student 
of Francis Bacon is not 
known, but up in his tenth floor cub- 
byhole in the People’s Outfitting 
Company, Detroit, he follows the fa- 
Baconian precept, “If the 
mountain will not come to Mahomet, 
Mahomet will go to the mountain.” 

Veteran McCasey maintains a group 
of expert salesmen and when their 
bruised knuckles cease to bring in busi- 
ness, he did not jump to the conclusion 
that they were slipping. 

The result has been a campaign to 
use the user on a grand scale. To in- 
duce prospects to travel down to 141 
Michigan Avenue and look over the 
Peoples Outfitting stock when they 
were in a mood for a new washing 
machine or refrigerator. For the first 
time there has been spread before the 
old customers’ delighted eyes a pano- 
rama of prizes made possible by send- 
ing in names of friends who are about 
to buy housefurnishings. One need 
not be an old customer to join in the 
procession of prizewinners. 

For example, turn in one new cus- 
tomer and you get your choice of sel- 
verware, dishes, drapes or carpet 
sweeper. Turn in ten, and you can 
have a fur coat, a washer, an ironer, 
an electric sewing machine. Come 
through with 25 customers and you 
get a radio. A hundred prospects 
who turn out to be customers will 
bring you a Ford sedan. 

Rules are simple for this promo- 
tion: (1) Purchases must be made 
by new customers on or between Sep- 
tember 3 and November 2. (2) New 
customers’ purchase must be for $15 
or more. (3) No sales shall be con- 
sidered complete until merchandise 
has been delivered. (4) Any tie for 
popular prizes will be decided in fa- 
vor of the contestant with greatest 
dollar volume. (5) Any questions 
will be decided by the rules commiit- 


mous 
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tee whose decision will be final. (6) 
Prizes will be awarded shortly after 
November 15th. 

One string tied to the proposition 
is the requirement that customers be 
new ones. The ruling is a new cus- 
tomer must be one who has never 
made a purchase of Peoples’, or that 
his last purchase was paid in full 
prior to January 1, 1934. 


Anyone entering the Peoples Out- 
fitting Company is struck with two 
points of arrangement on the main 
floor. In the center of the room hold- 
ing the spotlight are the prizes, a car, 
radio, grand piano, the Frigidaire, 
etc. Next in importance are the 
cashiers’ cages. Occupying valuable 
space down on the main floor, they 
lend accent to the firm’s policy of en- 
couraging time payment customers to 
come in the store often to make their 
payments. Peoples would rather have 
a cash customer who comes in weekly 
than one mailing in his check. Every- 
thing for floor traffic, is the motto. 


Although each department has its 
salesmen—and Peoples can give you 
anything from a fur coat to a dining 
room rug—nevertheless any salesman 
who clicks has the privilege of going 
with his customer all over the house. 
They are commission men, and are 
permitted to use T. O., if necessary. 
The second man can use a present if 
necessary to close the deal. 


r 
Charles / 
Fittin, ., 


izes 


on beck 





vy, Peoples Out 
Detroit, éapitalé 


door re 











Peoples Outfitting Co. exterior. 


On refrigeration the store has had 
a strong carry-over from last year’s 
campaign on meterizéd selling. It is 
felt by many salesmen that the meter- 
ized proposition has not been ex- 
hausted and is the one thing that fam- 
ilies used to spending 15c a day for 
ice understand. Reverts have been 
few in number on this plan, and those 
taken in have been disposed of with- 
out loss. 

No trade-in is allowed on old re- 
frigerators as ageneral policy. Some- 
times as much as $3 is allowed for 
an old box, but this is an exception. 

It is felt that the meter scheme is 
not possible with washing machines as 


75 per cent of the customers are sim- 
ply graduates from the washboard 
and look on the washing machine as 
an expense rather than as amoney 
saver, which is the case with the re- 
frigerator. 

One bit of technique o1 Peoples 
Outfitting Company worth passing on 
is the practice of capitalizing on de- 
fects in merchandise. Any item that 
has anything wrong with it is tagged 
witha brilliant yellow ticket, marked 
“Special price” with instructions to 
sell ‘as is.” These occasional bar- 
gains stand out, and are great build- 
ers of confidence in the store’s mer- 
chandise, Jim Coyle declares. 
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WHEN shown different brands of 
lamps, housewives in six different cities 
were asked: “If you were buying lamps, 
which of these would you accept?’’ 


In Cleveland 

93 out of 112 picked G-E MAZDA 
In Cincinnati 

77 out of 99 picked G-E MAZDA 


In Columbus 
49 out of 60 picked G-E MAZDA 


In Detroit 
65 out of 70 picked G-E MAZDA 


In Indianapolis 
70 out of 75 picked G-E MAZDA 


In Pittsburgh 
28 out of 61 picked G-E MAZDA 
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Set a 


OU SELL 


= THIS: these women — and millions more like 
them— who picked G-E Mazda lamps are also the real 


appliance buyers of the country. These shrewd purchasers are 
“fed up” on “bargains” that prove not to be bargains—they’re 
now buying high-quality merchandise. 


The G-E monogram means high quality to them—whether 
it is on a lamp or on a motor. And because it does, they associ- 
ate additional quality with an appliance that is equipped with 
a G-E motor. That’s why G-E motors WILL HELP YOU SELL 
APPLIANCES—why they will lower your selling costs and 
increase your profits. 

Can you afford not to avail yourself of this sales appeal? 

General Electric, Dept. 6-201, Schenectady, New York. 
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When Your Customer Works [Eee 


and the Appliance Doesn’t 
T’S CORDITIS 


ApS 


earning the 


y of Corditis from 


regular advertis | 


mn these mag 


orines 


@ Does it take a snake charmer to 
get service out of that lamp you sold 
last month? Has that sub-standard 


cord turned into a cracked, hissing, 


shocking nuisance and a fire hazard 
as well? 


If so, you already know all about 
Corditis. Corditis reared its ugly 
head and stung your customer— 
stung him in a place that hurts again 
every time he thinks of your shop. 
You know all about Corditis. But do 
you know the one sure preventive is 
a Belden Electrical Cord? 


It's available on practically every 
type of appliance. Specify Belden 
Cords next time you're ordering 
and keep those old customers 
old friends. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago 


| No More 


Shushing 


| about 


| ARVETH WELLS, the tray 
| eler, speaks of a simple Rus 
sian expression, “Kerpoot 


Translated, the word means, “It’s 
busted.”” Wells goes on to say that 
no matter how simple or major the 
disaster, the Russian shrugs his shoul 
ders and everything is at a standstill. 

He might have been talking of an 
American household. For years ser\ 





about—the fact that in most homes, 
when anything stops the operation of 
an appliance, it’s curtains until a sery 
ice man gets there. They have known 
that in 40 per cent of the calls noth- 
ing is wrong with the appliance ex- 
cept some minor plug, cord or connec 
tion trouble. 

Let a colored maid bang down an 
iron on the board so hard that a con 
nection breaks, let grandma_ rock 
carelessly, or little Geraldine stamp 
her foot, and all bets are off. Regard- 
less of the fact that the central sta 
tion has millions invested to give 2+ 
hours a day electric service, notwith 
standing the manufacturer’s care in 
turning out his product, or the deal- 
er's sales presentation, when this hap- 
tel ia pens there’s a dissatisfied customer, 
nervous disor and everybody loses money. 

“All right,” you say. “Why hasn't 
somebody done something about all 
this? Why all the shushing?” zz 

Truth is, the repair department of 
utilities and dealers alike has been 
wrongly considered a chamber of hor- 
rors. Just as automobile makers for 
years shushed their service facilities, 
fearing that customers would get hep 
that something sometimes went wrong 
with cars, so in like fashion has the 
electrical retailing industry stuck its 
head in the san, failing to recognize 
that the service department was a real 
treasure trove for ideas and for 
chances to contact the public. 

Fortunately 1936 sees a public that 
is less squeamish. Just as a girl may 
wear now a sunback bathing suit, pop- 
ular magazines dare to mention bad 
breath as “halitosis” and there is a 
glimmering of recognition that the in- 
telligence quotient of the American 
public may now be spoken of discreet- 
ly in trade magazines. Only recently 
a frank discussion of electrical cord 
troubles has appeared under the title 
of “corditis.” 

Key to the merchandising situation 
is the fact that out of all appliance 
repairs, 40 per cent of the jobs are 


simple details of plugs, cords and con- 

nections. It may run even higher, 

aa as a check by the Brooklyn Edison 
+ Company showed that 65,000 out of 

110,000 calls were due to these faults. 


JS ae aie FF! 
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Here is what is being done: 
First of all, certain central sta 


. ‘ " sta- 
:. O 4 D S tions, which want service maintained, 


follow the practice of offering a free 
cord set to anybody bringing in a 
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(From Experience T a Utility) 
Clocks eseee 
Replacement of motors. 


Burned out heating ejements. 
Electric Fans .... 
Motor bearings. 


Heating Pads.... 
Burned out heating elements. 
Electric Flat Irons .... 
Connecting posts and thermo- 
static controls. 
Tailoring irons .... 
3heat switch controls. 
Percolators .... 
Burned out heoting elements. 
Refrigerators .... 
Faulty compressors and ther- 


mostats. 
Automatic gear mechanism. 
Vacuum stae 


weak bearings and cords. 
ashing Machines *e on 
Wringer Trouble. 


broken one. With one some 50,000 
cords a year have been coming in, 
much to the astonishment of this util- 
ity. 

2. Dealers are starting to capitalize 
on this trouble as a means of obtain 
ing leads for new appliance business. 
A repair man at the back door, says 
a Chicago dealer, offering to fix up 
these little jobs, instantly enjoys a 
contact with the prospect, and gets a 
chance to discover future needs of the 
household. The Bigalte Electric 
Company men in St. Louis do all 
their canvassing under the guise of 
making repairs. Dealers are safe in 
sending out men who are only screw- 
driver mechanics, because they know 
that 40 per cent of the jobs they meet 
are going to be plug, cord and con- 
nection troubles which anyone can 
take care of. When major defects 
are encountered, the appliances are 
sent in, 

3. Manufacturers are tightening up 
on the cord and’ plugs they use in 
their products. Only recently the 
Walgreen Drug chain, which sells 
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culty of the appliance user. 


popular priced appliances, was said 
to have changed a plug on a mixer 
from a 9c affair to 11Y%c proposi- 
tion. 

It would be unfair to close this ar- 
ticle without pointing out that a cer- 
tain section of the American public is 
catching on to the commonest difh- 
Despite 
the thousands of cords and plugs that 


The March of R 


Chae 6... celatses wae 
Ce Cs... inn kk cs 1 
GNU. dys 5050 sees 9,521 
See... . >. teak 1,018 
SRY So 34 
Drink Mixers ........ 14 
Egg Cookers ......... a 
Exercisers ........... dit 
| ae ea 1,621 
CR ita nk. eas 124 
Hair Clippers ........ ae 
Hair Dryers ......... 108 
Heaters .........<i.- 755 
Heating Pads ........ 686 
SS ee ere 46 
Irons, Flat ........... 8,039 
Irons, Soldering .... .. 17 
Irons, Tailor ......... 371 
Irons, Waffle ......... 134 
Juice Extractors... ... —_ 
Sr SE 14 
Lights, Christmas Tree 194 
ROE s.. ..s0ken owe 
ee 689 
Percolators .......... 1,606 
Refrigerators ........ 681 
Rheostats ............ 112 
Sewing Machines. .... athe 
Spray Guns .......... ‘iy 
Geet 2s . «kc 342 
Sun Lamps .......... wen 
iy. rare 938 
Vacuum Cleaners... .. 3,682 
Violet Rays .......... 60 
Vibrators ............ 200 
Washing Machines . 1,109 
Miscellaneous ....... 215 
:, Jew err 32,462 


FEBRUARY, 1936 


are replaced. on free deals, notwith- 
standing the wild goose chases made 
by utility service men only to find 
that nothing much is wrong, there is 
plenty of evidence that more and 
more people are taking their troubles 
in their own hands. 

We can see it from the sales of 
wire and cord by chain stores, those 
purveyors to the simon pure amateur 


(From the Records of 


1927 1928 1929 1930 


Upkeep End 


of Business Holds Key 


to Satisfaction and Sales 


While only a good guess 
can be made of their volume, it is esti 
inated it has run something like this: 
Chain stores sold 
162,500,000. feet 


electrician. 


n 1935 


130,000,000 feet in 1934 
97,500,000 feet in 1933 
65,000,000 feet in 1932 


32,500,000 feet in 1931 
With an estimated total volume from 
all sources of 650,000,000 feet of 
heater and flexible cord sold last year, 
this is a rather rapid growth. Con- 
versely, the number of cords sold by 
the utility, whose table appears with 
this article, has been going down. 
Taboos are being lifted on the serv- 
ice end of the appliance business. 
Smart dealers are exploiting its pos- 
sibilities, and the utilities today are 
releasing their data, confident that the 
more appliances are kept in operation 
the greater will be their load. 


ir Service 
Utility) 


1932 1933 1934 1935 


49 1,293 1,352 2154 2616 4,271. 3,909 3,945 3,699 
ii 643 (i HsC«<‘iDsiS (tsCS217—Ss«O619 
7,511 6,398 6,257 4,014 5,665 2,679 1,224 1,206 1,088 
808 642 553 713 636 576 530 429 376 
oie SO ae Se: BR 
ee oe ea aes ee 
oe a aay aan Gea 
oe 3 OT 6 1 
2,947 1,975 1,972 1,9778 2,862 1,468 1,852 2,073 1,586 
167 % 2 2 15 4 
272 848 «= 773s «769——s«779')s«557—'s«44#C 42 389 
599. 450 «4444S 305-222, «285 S270 259 274 
784 885 1,160 1,487 1,447 1,491 1,148 1,229 1,297 
125 91 160 311 283 327 492 339 179 
7,421 9524 9,246 11,786 11,739 15,397 23,876 26,783 24,267 
17-15 7 9a ee 
586 452 «4720« 441s 507s: 391327 307248 
237 ««475««521s«616Ss«83S——s787_——s792_—«*T717 a35 
1,237 746 558 229 232 188 210 218 261 
m2 CUS te SU ee ee 
ee ee ee a a 
538 587 «(587 406——«*aKS:—Csi27Ls«C‘CAS:— «Gs«=7S@#=«-, 190 
1,728 1486 1,616 1,549 1,366 1,260 ,186 1,292 1,130 
1,641 3893 7,676 13,702 13,012 9,068 11,104 12.697 13,680 
18 93 «(151 85 a ae 
— 59 12 148 168 175 189 180 122 
ae a ee ee ae ee 
290 293 «#4331 «49455 «427413357298 384 
AIT ie” ae NT, ees a 
1,367 1,523 1,667 2,615 3,300 2,969 3,191 3,495 3,302 
7,584 4855 4,023 4422 3,632 3,003 2690 2817 1,979 
24. 6 «55:—C(i302s—s365—(_aisw a aC CO 
255 2% 213 267 247 262 193 193 163 
1,379 1,102 1,157 1,306 1,433 1,724 2,179 2196 1,501 
188 1446 «371 «1,494 «2812 21134 1,160 1,069 572 





38,243 38,846 42,482 52,217 $5,555 51,305 59,836 65,350 62,387 
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Lindbergh, An Engine 
And A Wad Of Gum 


Some heat developed as result of the McGraw 
Award. It was said, and very properly, that 
Messrs. Whitwell and Skinner could not have at- 
tained their ends in promoting the Better Light- 
Better Sight movement had not a large number 
of scientists and under-cover workers laboriously 
and unselfishly dug out the facts, figures and rou- 
tine upon which the success of the movement de- 
pended. 

This is a very obvious truth. Sergeant York 
did not design the rifle which won him undying 
fame. Steve Brodie did not build the Brooklyn 
Bridge to jump off of. Lincoln did not fight the 


battle of Gettysburg so he could write an im- 
mortal speech about it. And Lindbergh did not 
fabricate the motor which drove him and The 
Spirit of Saint Louis from Long Island to Le 
Bourget. 

As a matter of fact, if we were handing out 
citations to those who contributed largely to Lind- 
bergh’s dramatic success, we would have to in- 
clude Charley Wrigley of Chicago. Wrigley pro- 
duced the wad of chewing gum which held the 
mirror which enabled Slim to read his compass 
without breaking his neck. If that wad of gum 
had been inferior, the world’s greatest peace time 
Hyer would now be fish bait. 





Sell and Carry 


Revealing was the recent report upon a group 
of electrical merchandising establishments. “ Nine- 
ty-four percent of the stores,” reads the report, 
“SELL radio, and 88 percent CARRY vacuum 
cleaners.” 

Which just about sizes up the situation in 
most stores. Some items they sell and some items 
they carry. Some items they try to crowd down 
the throat of every wanderer who comes in to 
get warm, and some they can’t find for a cash-in- 
mitt customer. 

It’s pretty much a matter of personal preference 
and habit, according to our observation. In this 
writer's town one of the butchers personally likes 
pork, and so he sells more hog meat than all 
the other butchers combined. Go into this chap’s 
place for a roast of beef and you come out with 
a loin of pig—whether you like it or not. Of course, 
he CARRIES beef but he SELLS pork—and nets 


himself several cents less per pound. 


“Whadaya Mean? 


—Service!”’ 


A few weeks ago a perfectly friendly little bolt 
of lightning came riding down our power line, 
smashed a transformer to helengone and continued 
blithely on its way. 

The effect upon our home was devastating. The 
clocks stopped, our water supply was cut off, 
we could not cook, refrigeration ceased, we were 
without light, the radio was out of commission, 
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no washing, no ironing, no cleaning, no pants press- 
ing, no coffee, no toast, no waffles, no baby’s milk, 
no garage-door opener, no furnace stoker, no soft 
boiled eggs. 

Your commentator has never been marooned 
on a desert island, but in the light of this ex- 
perience he believes that he knows how it feels. 
As he shiveringly contemplated starvation and 
annihiliation resulting from the loss of electric 
service, the phone rang and a sweet .young voice 
said: 

“Service is restored’”’. 


Kidding The Farmers 


There recently has been spread over the rural 
landscape a lot of fine-cut huey for husbandmen. 
The fundamental theory seems to be that a busi- 
ness man who elects to wreak his living from 
soil and livestock is some sort of dumb yokel 
whose highest ideal is to chew a straw and suc- 
cessfully guess under which walnut-shell the little 
pea reposes. 

We protest against this approach to rural elec- 
trification. All the farmer needs is service and 
appliances. He does not need t. be befuddled by 
the high-sounding phraseology of engineering. A 
line gang to put the wires down his road and an 
appliance salesman to sell such equipment as he 
wants and can afford will accomplish more than 
all the slide-rule boys laid end to end. 

We say this because we know farmers. They 
can be fooled, but a stung farmer is a very irri- 
tating individual to the public relations depart- 
ment of the utility and a very meagre prospect 
for the electrical appliance merchant. 


19 Cents Cords 


I said to the clerk in the electric shop, “Some- 
thing in the general nature of appliance cords’. 
“Yessir,” says he, “We have them at nineteen 
cents’. Well, that didn’t sound reasonable to me. 
A proper appliance cord should cost close to four 
bits, but the lad said nineteen cents and so I paid 
nineteen cents and I got exactly nineteen cents’ 
worth of appliance cord. 

Now, this writer rises to ask why in green 
blazes should anybody sell an appliance cord for 
nineteen cents! The conductor is of the flimsiest. 
In this case the sub-standard plug was so hastily; 
assembled that the screws had been given some- 
thing less than an eighth turn and the wife got 
herself a neat burn before she could back away 
from the fireworks. 

The store which sold this nineteen-cent cord is 
since out of business. Chief among the mourners 
was the benighted wholesaler who sold the store 
its nineteen-cent appliance cords. 




















“WHEN YOU OPEN 
YOUR OVEN DON'T 
BE SURPRISED TO 
FIND A SPONGE 
CAKE . . . | THINK 
I'VE GIVEN YOU THE 
WRONG RECIPE." 
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Tus life-like girl merchandiser which comes to you in February 
can go a long way to help you sell more Edison Mazpa lamps. Give 
her a break . . . right up front in your store where she will remind 
customers to buy lamps. 

She’s a good sales builder . . . but she can do only part of the job. 
You’ve got to help her by asking every person who comes into your 
store to buy Edison Mazpa lamps. For nothing takes the place of a 
cheerful suggestion to buy. 

“Ask ’em to Buy” is the slogan for February. When you see custom- 
ers looking at your lamp display or at the girl merchandiser, say to 
them, “How are you fixed for lamps? These are the same good lamps 
that you see advertised in all the magazines ...they’re the kind that 


stay brighter longer.” General Electric Co., Nela Park, Cleveland, O. 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 
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Norge Refrigerators 
Norge Corp., Detroit, Mich 
Models 14 models I’-20-6, S-31-6, 
.-42-6, L-42-6, P-42-6, 
L.-52-6, L-62-6, L-72-6, P-72-6, 
2 I 


ra 


1-82-64, ‘ 
Capacities 2, 3.10, 3.25, 4.25, §.22, 
7.25 and 8.25 cu. ft. respectivels 


Special features: Redesigned convex ice 
compartment door harmonizes with 
refrigerator door improved adjus 

table shelves, bars closely spaced to 

prevent small containers from tp 
ping; sliding combination bottle and 
dairy rack; sliding utility basket pulls 
out to full length, tilts downward 
while firmly anchored to shelf sup 
port; small circular track holds re 
volving covered glass containers 
rubber ice trays; interior light works 
1utomatically in conjunction with op 
eration of Lazilatch door opener ; 
rounded corners of food compartment 
lining; re-designed Hydrovoir cover; 

Rollator compressor; porcelain § in 

P” mod- 

els have porcelain exterior; all other 

Models P-52-6 

and P-62-2 are also available in 

green, peach and = tan.—Electrical 

Verchandising, February, 1936 


terior finish on all models 


exteriors Norgloss 


v 





Kelvinator Ranges 
Keleinator Corp., Detroit, Mich 
Models: Nine 
models 
Surface Burners: K-16 and K-26 equip 
ped with 3 surface units: one 2000 
watt and two 1200-watt; 2500 watt 


standard and 4 special 


oven element 

K-36 and K-46 equipped with 4 
surface elements—same as K-16 with 
750 watt addition 

K-46 oven element 2800 watts 

Special Features: New development in 

high speed units for surface and oven 
cooking—flat surface elements provide 
heat by direct contact and reflected 
heat from mirror smooth aluminum 
plates under coils 

Model K-16 especially adaptable to 
apartments; K-26 same size and watt- 
age as K-16 but larger in size; K-36 
and K-46 equipped with large utility 
drawer and Timer Clock receptacle; 
K-46 equipped with 200 watt warm 
ing compartment with control switch; 
l-piece table top, chromimum switch 
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plate, simmering unit which can be 
operated automatically. 

DeLuxe K-56 has all features of 
above models and in addition 2 large 
storage drawers, black porcelain base, 
complete electric light assembly, min- 
ute minder, condiment set and light 
fixture; K-66, designed for ‘heavy- 
duty cooking”, has some of the storage 
space utilized by second oven. 

K-76, K-86, K-96, same in size and 
features as K-46, 56 and 66, except 
they have Monel Metal tops. 

limer Clock, economy cooker avail- 
able on all models at ‘extra cost.— 
Electrical Merchandising, February, 
1936. 
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Thor Washers 
Hurley Machine Co., 
Cermak Rd. & 54th St., Chicago, Il. 


Models: 21], 52A, 53B, 54B 

Description: Vhree latter models equip- 
ped with Thor's new “Gentle Hand” 
Multi-Action Reversing Unit, has gen 
eral form of a flattened lily with 6 
hands stamped into it, tipped at 
23° angle, has circular wavelike 
movement: motion is continuous in 
one direction for 11 complete revo 
lutions, then reversed 11 times; lo- 
cated in center of tub, it sets up a 
reversing, suction action that assures 
uniform cleansing of entire load 
clothes are held in rotating suspen- 
sion and soapy water currents are 
forced through fabric as the “gentle 
hands” are moved smoothly up and 
down on the clothes; unit is free to 
turn on its tilted center post, elimi- 
nating friction, rubbing and jerking 
clothes—no blades, paddles or vanes 
revolving. 

Model 52A, 7 lh. capacity; equip- 
ped with Thor Standard free-rolling 
wringer with single convenient han- 
dle to start, reverse or stop rolls; push 
bar release on either side of wringer 





hood ; specially designed feed boards ; 
concealed drain boards and automatic 
reversing drain. 

Models 53B and 54B, 8 lbs. cap- 
acity, equipped with Thor Super 
Free Rolling wringer, with Monel 
Metal saddle top, single handle to 
start, reverse or stop rolls and to 
reset pressure on rolls after release, 
equalized roll pressure; swings to 5 





A Review of 








positions, + controls available for in- 
stantaneous release. 

Model 54B has 23 in. square tub, 
12 in. deep. 

Model 21] 6 th. capacity, equipped 
with Lovell safety pressure wringer. 

All tubs desert —sand porcelain 
enamel inside and out. 

Prices 52A, $69.50; 53B, $79.50; 

54B, $99.50; 21], $49.50.—Electrical 
Merchandising, February, 1936. 


v 


W estinghouse Ranges 
Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: 9 Golden Jubilee models: Em- 
peror, Regent, Viceroy, Dictator, 
Challenger, Ambassador, Crusader, 
Cardinal, Coronet. 

Description: Outstanding feature of 
new line is “Economizer” speed unit 
which provides a simmer heat for 
surface cooking—has 3 temperatures: 
high, low and simmer, in a 2000 watt 
Economizer, simmer is 200 watts, as 
compared with usual 500 watts for 
low in other units, saving current 





consumed. Other features include a 
Minute Minder signal device that 
marks predetermined time for sur- 
face cooking operations; oven lights; 
swinging platform lights that light 
clock and swing over cooking food; 
warming compartments; cigarette 
lighter on top of backsplasher; por- 
table Econo-Cooker with adjust-o- 
matic control, which may in turn be 
connected with clock for automatic 
time control; oven control; condi- 
ment set; non-tip, lock-stop shelves; 
acid resisting cooking surfaces; white 
porcelain enamel finish, black, red 
and gray trim. Emperor equipped 
with 2 ovens; two 6-in., 1200 watt 
“Economizer” units; Econo-Cooker, 
Minute-Minder, warming compart- 
ment, cigar lighter, condiment set. 

Regent, same appearance and fea- 
tures as Emperor except does not 
have 2 bottom storage drawers. 

Viceroy has large oven, warming 
compartment, 2 “Economizer” plat- 
form units, 2 conventional platform 
units. 

Dictator has 1 large oven with 
storage drawer; one 8 in. “Econo- 
mizer” unit; automatic oven control. 

Challenger, same features as Dic- 


tater except it is not equipped with 
“Economizer”. 

Ambassador, console or high side 
oven range with 2 “Economizers” 
full Dual-Automatic oven tempera- 
ture control; block and condiment 
set mounted on backsplasher. 
Crusader, console model, similar to 
Ambassador, without Economizer or 
Dual Automatic oven control; equip- 
ped with automatic temperature and 
time controlled oven-control. 

Cardinal, inexpensive 3-unit range 
mounted on base cabinet. 

Coronet, 3-unit range adaptable 
for use in apartments; equipped with 
large oven, automatic oven tempera- 
ture control and scientific “heat-even- 
er.”—Electrical Merchandising, Feb- 
ruaryv, 1936. 


v 





Faultless Washer 
Holland-Ricger, luc., Sandusky, O. 


Model: SR—Senorita. 

Description Airline type, pressed steel 
top bar wringer; 1-piece wringer box 
and wringer construction; new, posi 
tive safety release; adjustable ten- 
sion; 21/4 in. rolls. Large 4-vane fully 
submerged type agitator with clutch 
at top for easy starting and stopping; 
white, triple coated porcelain enamel 
tub with corrugations; heavy, triple 
coated white porcelain enamel with 
black decorative trim; 2 wide dec- 
orated chromium strips around skirt; 
heavy gauge steel skirt forms outer 
wall around porcelain tub for re- 
taining heat. 

Price: $69.50.—Electrical Merchandis- 
ing, February, 1936. 





Royal Cleaners 
P. A. Geier Co., Cleveland, O. 


Models: 3 new Super Grand cleaners. 

Description: Streamline design; 2- 
speed motor for light and heavy duty 
service, revolving metal brush with 
hair bristles; positive nozzle adjust- 
ment; convenient pistol grip; trigger 
switch; easily emptied bag; 2 models 
have headlight; cleaning tools easily 
attachable. 

Price: 2 headlight models, $59.50 and 
$54.50; the third model, $47.50; 6 
other floor type cleaners constitute 
Royal line at price range from $29.50 
to $59.50; and 2 Royal hand cleaners 
at $13.25 and $14.—Electrical Mer- 
chandising, February, 1936. 
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h in a separate compartment on left Sparton Refrigerators 
side. In addition to features in K and Sparks-W ithington Co., Jackson, Mich. 
PK. series, SD line has refrigerated : é ers 
le pastry set, water pitcher, sliding fruit Models: 1466, S616, 19906, $746, D616. 
, drawer, thrift drawer with 3 glass Capacities: 4.6, 6.1, 9, 7.4, 7.4 and 6.1 
- covered china dishes; 2 larger models _ cu. ft. respectively. : 
nt also have food wheel consisting of 5 Special Features All models incorporate 
covered glass dishes on revolving following features: n 
to metal base, which slides back and : Spar-Lac exterior finish ; mechan- 
wd forward on shelf.—Electrical Mer- nian located in ee of cabinet base; 
# chandising, February, 1936. ° ae ice tray release; 1-piece, porcelain in- 
id One Minute Wringer terior ; porcelain enclosed cooling 
Vv (tue Mileute Waslier Ce. Navitinn: Beton unit; electric lighted interior; deluxe 
re : : : si : models in addition to features above 
Device: New “Super Safety” wringer are equipped with antifrost clock 
le featured on One Minute De Luxe which automatically defrosts cooling 
th : washer. . ; unit daily as well as serving as kit- 
“" Estate Ranges — ——- wringer has no z 
2 . ° side levers, Duttons or triggers; top 
‘“ he Estate Nowe =, Hamilton, ™ bar safety release stops both rolls in- 
Models: No. 698, No. 1664, 464, 564. stantly; locks in safety positions; 
Description: No. 698 table-top range drain board automatically tilts either 
3514 in. wide; built-in kitchen heater ; wav; features “knee action” balloon 
4-cooking-top units; choice of white or rolls) with 4-point tension which 
ivory finish, black top. makes it possible to pass heavy and 
No. 464 and 564, table-top models light materials through rollers at 
+-cooking top units; — waist-high same time.—Electrical Merchandising, 
broiler; large utensil compartment February, 1936. 
with Electricooker on swinging arm; 
optional equipment includes time con- = z 
trol or “Measured Time” in DeLuxe Samson Fan 
mantel back, pedestal base (standard Samson-United Corp., Rochester, N.Y. 
leg re furnished yo tlh choice Device: Samson Safe-Flex Fan. 
of white, ivory or all Diack. D “quip with four 10 in. 
No. 564, table-top model; 391/ in. ee eee rub. chen clock; Baskador, convenient 
wide; No. 464, 44 in. wide, No. ber, rigid enough to deliver steads tier of shelves attached to inside of 
1664, table-top mode}, 391/2 in. wide; current of air and sufficiently soft to door giving added storage capacity. 
+ cooking-units broiler in top of oven, prevent injury, the manufacturer Baskadrawer, sliding wire contain- 
also made with 3 cooking units claims: guards no longer necessary ; er with porcelain front suspended 
(No. 1663). Full porcelain enamel, equipped with 2-speed, shaded-pole, from lower shelf, is removable and 
white only.—Electrical Merchandts- caduction meter of the inverse-reter portable. bd 
ing, February, 1936. tvpe which will run continuously with Vegabin, large subdivided bin at 
a temperature rise of only 18° Centi- base of cabinet, hinged at bottom, 
el grade, thus insuring cool and quiet providing for storage of food not re- 
ox operation; motor has stationary hous- = refrigeration. : 
‘i ing and rotating shaft; 40 watts; Spencer egetable crisper substituted for 
i 3-position switch-of, low and high: 7 Baskadrawer in D906; chilling unit 
+ dic cast zine alloy arm and base, arm Room T hermostats is enclosed only at back on $466; 
ch is joined 20 hase through swivel con- Spencer Thermostat Co., — . only am model not using 
z struction that incorporates friction Attleboro, Mass. parton non clock; Deluxe fea- 
el hinge, permitting fan to be tilted for- Device: Full line of new, improved tures adapta le to standard models 
le ward or backward in wide range of room thermostats. at slight additional cost.—Electrical 
th positions; Standard model finished in Description: Concealed contacts provide Merchandising, February, 1936. 
C- walnut and chrome; DeLuxe models protection from dust; dead front 
t; in pastel green and chrome and ivory with no live parts exposed in ther- Vv 
na and chrome. mostats; in this new line Spencer ¥ : 
e- Price: Standard, $7.95; DeLuxe, $8.95. makes available thermostats for 250 ad 
Electrical Merchandising, February, - volt service as well as 125 and low 
a 1936. voltage (30 and less). 3 types: stan- 
v dard, heat accelerator and outside 
compensated cooling control unit; in 
, : . _— . addition to regular wall mounting, 
K elvinator Refrigerators thermostats are available with mount- 
Kelvinator Corp., Detroit, Mich. ing accessories for special outlet box, 
Models: 12 models, 3 series: 5 K models, conduit connection wall plate for 
3 PK models and 4 Super DeLuxe. over-the-surface mounting and stan- 
Capacities: K models range in size from dard switch box with plain or switch 
3.16 cu. ft. to 7.18 cu. ft. PK models, plate—switch plate is a transfer 
5.16, 6.16 and 7.18 cu. ft.; Super De- switch for changing thermostats from 
luxe series range from 7.04 to 16.79 winter heating to summer cooling r 
cu. ft. ‘ control or the jenieua-ateania Norge Washers 
Description: Speciz:| features in the K Merchandising, February, 1936. Norge Corp., Detrott, Mich. 
and PK series include built-in thermo- Norge Ironers ’ Models: 46, 56, 66, 76, 86. 
meter, 5-purpose control panel ; totally . ; etreit, Mich Description: 46, 56, and 66 tubs have 
enclosed cooling units with self clos- Norge Corporation, I etre, d ee . ~—= washing capacity, 16 gal. water cap- 
ing aluminum door ; rubber grids in Models: NS-6, NA-5, NB-6, NC-6, acity; 76 and 86, 9 Ibs. washing cap- 
every tray; ice tray lifter; electric ND-6, NE-6. acity, 18 gal. water capacity. All 
light; sliding shelf ; glass defrosting Description: 26-in roll on all models models powered with Autobuilt trans 
tray; crisper with serving tray cover except NE-6 which has a 30-in. roll; mission, % hp. motor, motor mount- 
of black Bakelite and utility basket. NS-6 equipped with alloy shoe, all ing and “system of Quietors,” re- 
rs. PK series have a rust-proof, welded other models with Ingo-clad Stain- quiring nor oiling for 5 years; all 
2- inner metal shell underneath exterior less shoe: knee control; models NS-6 models available with friction drive 
ty porcelain panels, providing a cabinet and NA-6 1 speed, other models 2 § I Oras pump; Models 56-G and 76-G avail- 
th within a cabinet. speeds; other features include double 4 yncro nvigorator able with gas engine. Tubs are con- 
st- Super DeLuxe —series—2-compart- open-end roll; two speed control; Syncro Devices, Inc, | structed of refrigerator porcelain: 
er ment cabinet which automatically non-sag roll; split heating element Boydell Bldg., Detroit, Mich. Lovell wringers have safety features; 
‘ls provides exactly right temperature permitting same or different tempera- Device: Synchro invigorator, massager an exclusive Norge feature is the ac- 
Ty and humidity in one compartment and tures at each end of roll; adjustable and vibrator with an up and down tion of the Feather Base Agitator 
perfected freezing and below freez- tension; when not in use table top motion; delivers 7200 pulsations per which moves more gallons of water 
nd ing storage in the other. SID7-36 and cabinet serves as utility table; all minute; molded Durez case; 4 adapt- per second without motor strain, the 
6 $D9-36 are single door models ; S1)13- models finished chip-proof enamel; ers: one for the body, scalp, and a manufacturers claim; Models 66, 76 
ite 36 and SD17-36 have 2 doors; freez- NS-6, green, NA-6 and NB-6 black cup and sponge for the face; 50 or and 86 are finished in black and 
50 ing compartment of single door mod- and white; NC-6, ND-6, NE-6 60 cycle, 110 volt a.c. only. white; 46, vellow green; 56, blue- 
Ts els located in upper part of cabinet: chrome white.—Electrical Merchan- Price: $7.50.—Electrical Merchandising, green. — Electrical Merchandising, 
T- in larger 2-door models it is located dising, February, 1936. February, 1936 February, 1936. 
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A Review of New Products 





The New Line of 


FAIRBANRKS-MORSE 
..and a sales formula 
that works! 


Kelvinator 


Water Heaters 
Kelvinator Corp., Detroit, Mich. 
Models: 5-KW-16, KW-26, KW-36. 
KW-46, KW-56. 
Description: KW-16, 
30 gal. capacity; companion to KW- 
16 electric range; white lacquer fin 
ish, porcelain top; 2000-watt element 

DeLuxe type, KW-26, modern de- 
sign, washable white lacquer finish 
suitable for kitchen, laundry or base 
ment; two 1500-watt elements; 30 gal. 
capacity; KW-36 same style as KW- 
26 with 50 gal. capacity and two 2000 
watt elements. 

KW-46, heavy-duty type; adapt- 
able for use chiefly in laundry or 


table-top model: 








W estinghouse 


Refrigerators 
Westinghouse Electric @ Mfg. Co., 





basement; 60 gal. capacity; two 2000 

ct Mansfeld, 0. i watt elements; square design, pear! 

SPE Models: 5 ED series and 5 Deluxe gray lacquer finish with black trim, 
RO series Golden Jubilee refrigerators. 


: = a . N , broom high legs; KW-56, similar to 
Capacities: ED series range in size KW-46, with 80 gal. capacity and one 
from 3 to 7 cu. ft. Deluxe series con- 2000-watt and one 2000-watt element. 
sists of 4.4, 5.4, 6.7, 7.8, 9.5 cu. ft. —Electrical Merchandising, February, 


capacities. 1936 
= 


- SALE 


Special Features: Streamline design; 
new adjust-O-shelf to make room for 
watermelons, roasts, etc.; triple food 
saver set, consisting of 3 Moonstone 
ware containers mounted so all are 
easily available; built-in crisping pan 
for fruits, vegetables; built-in, rust 
resisting drawer-type wire utility 
basket; improved eject-o-cube _ ice 
tray; oversize Sanalloy froster; 7-pt. 
temparature selector with “Economy” 
operation and defrosting; forced 
draft cooled hermetically-sealed unit 
bottom mounted in the ED series and 
top mounted in the DeLuxe series. 
Deluxe series equipped with 7-pt. 
temperature selector in an exterior 
position at top of front panel, and v 


other special features such as revolv- . 
ing shelf, triple storage compartment, Link-Belt Stokers 
Link-Belt Co., 


button-touch door latch. ED series 
307 N. Michigan Ave., Chicago, Il. 


has Dulux exterior finish; Deluxe ser- 
ies available in porcelain and Dulux Device: New, improved line of domestic 
stokers. 


exterior finish. 
Description: Mechanism and burning 


Two economy models, and 2 extra 
large models complete the 1936 West- head have several new engineering 
features, which combined with im- 


inghouse Golden Jubilee line.—Elec- 
beauty of the Fairbanks-Morse Re- trical Merchandising, February, 1936. proved automatic controls, provide for 
frigerator makes its own sales talk, more efficient and economical opera- 
while the F-M 106-year-old name is v salta ouiune Gaon eat ae 
all the assurance of sound engineer- mission and fan all enclosed in steel 
ing and fair dealing that anybody 





“Demonstrating the new Fairbanks- 
Morse Conservador and the other 14 
star points to a prospect means a sale 


nine times out of ten!” 


meter-beating economy—of any re- 
frigerator on today’s market. The 


It's what 
several hundred Fairbanks - 


That's not what we say 


Morse 


Perfect Contact Springs case; 





maroon finish with silvery 
dealers said at a sales meeting in a Albuson Appliance Co., hands. — Electrical Merchandising, 
Chicago a few days ago. j 71 South Broadway, Akron, Ohio February 1936. 

The “Conservador” gives you an ex- Cash in on the field's Device: “Perfect” contact springs of 

Pe a phosphor bronze when attached to 

clusive, plus-feature that your pros- Best Bet plugs stops leaks, eliminates loose con- 
pect can see and feel and chat you can , : : : nections, reduces noise in radio.— 
F -e ; Maybe the Fairbanks Morse fran Electrical Merchandising, February, 
easily SELL on the basis of its true chise is open in your territory. If 1936 
ECONOMY and CONVENIENCE so—it is a profit opportunity too v 


merits. It gives you powerful sales 


good to pass up. Write or wire now 
for complete details. Fairbanks-Morse 
Home Appliances, Inc., 430 So. Green 
St., Chicago. 


advantage, because it enables you to 
make the most dramatic and convinc- 


ing demonstration of convenience and 





eT 





Beauty and Mas 8. Safe, efficient con- 
iveNess ventional machine 
> unit 
» Pulux Finish 
(lack Kick Plate) 9. Slow speed-——longer * 
life—accessible for 
Finger-tip Hard service 


— 1. Finned cooling unit 


Conservador 11. Fast freezing—gen- 

5. More usable storage erous ice supply 
space 12. Demountable Bas 

kets—easy cleaning 

- 2 13. Quiet Operation 
FM Precision 

Manufacturing 14. Insulation 

bhxperience 15. Price 


Strauss Water Heater and 


Steam Sterilizer 
Strauss Electric Appliance Co., 
Waukesha, Wis. 

Device: New type water heater and 
steam sterilizer designed especially for 
washing and sterilizing dairy equip- 





heonomy 


V apator Humidifier 
Edelman Co., 














6249 St. Lawrence Ave., Chicago, Iil. 
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FAIRBANKS-MORSE 


Other Fairbanks-Morse Products — Washing 
Machines, lroners and Radios 


Device: 





| 


Capacity 14% gal. evaporation 
rate adjustable up to 2 gal. per day. 


Price: $7.95.—Electrical Merchandising, 


February, 1936. 


ment on dairy farm; combines water 
heater, dairy utensil wash tank, elec- 


AMERICA'S 2 110 V. a.c. only, 75 to 200 watts; tric steam generator, steam sterilizing 
* automatic feed and shut off; black cabinet in one; capacity 5 gal. water; 

MOST efrigerator ® porcelain; fills at sink without spill-, equipped with thermostat to automat- 
BEAUTIFUL ing; cork feet; size 10x614x10¥, in. ically cut off current when water has 


reached desired temperature.—Electri- 
cal Merchandising, February, 1936. 
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Profit with SPARTON .. . the only Refrigerator 
that is completely AUTOMATIC 





These big important practi- 
cal features will increase 
your sales. 


ANTIFROST CLOCK 
BASKADOR 
VEGABIN 
BASKADRAWER 
SILENT UNIT 











@ Sparton’s exclusive antifrost electric clock, which automatically defrosts 
the cooling unit daily, assures perfect air circulation, even temperature, 
positive food protection and no waste in electricity. In addition, it acts as 
a handy, dependable electric kitchen clock. With the Baskador, Vegabin, 
Baskadrawer, together with advanced styling and advanced engineering, 
the antifrost clock is your customers’ guarantee of up-to-date refrigeration 
and complete satisfaction. It’s your assurance of a great sales opportunity 
that is making big money for Sparton dealers. Now is the time for action. 
Write or wire the Sparks-Withington Company, Jackson, Michigan. 
Sparton of Canada, Ltd., London, Ontario. 


COLD AND SILENT AS A WINTER NIGHT 
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| New Radio Products 





ances. F6 charges 6-volt batteries; 
F12, 12 volt batteries; F32, 32-volt 
batteries; F32R operates 32 volt 
lights or DC appliances; F110 oper- 
ates 110 volt DC appliances or lights ; 
F32R and F110 are self regulated, 
which makes it possible to operate 
DC appliances or lights direct from 
generator; all plants furnished com- 
plete with ammeter, cutout relay, 
leads and battery clips; self-excited, 
2-pole generator; push button start- 
ing; vertical air cooled 4-cycle single 
cylinder, % h.p. engine; fuel tank 
capacity 1 qt. 

Price: F6, $49.95; F12, $54.50; F32, 
- F32R and F110, $59.95. — Electrical 
Fy Aaen Pg mag Merchandising, February, 1936. 

Philadelphia, Pa. * 

Model: 725. 

Description: Arrow-light tuning—mov- 
ing arrow of light points out stations ; 
rainbow dial with tuning scales il- 
luminated through edge of glass; 
short-wave and standard broadcast 
range; short wave ranges from 5400 








Atwater Kent Radio 


Upturn in construction is 
evident by the large gains 
made in building permit 
totals. 





to 18000 k.c.; 814 in. speaker; 3 posi- 

; — tion tone control; automatic volume 

4 —— ee ee Oe On oe ee —Electrical Merchandising, February, 
ecord. 


DEC. JAN. FEB. MAR. APR. MAY. JUNE JULY AUG. SEPT OCT. NOV. DF” 1936. 


GO AFTER THE 
VENTILATION BUSINESS 


Now is the time to start 





Emerson Radio 
Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York City 

Model: 117. 

Description: American and foreign 5- 
tube a.c. superheterodyne; equipped 
with Emerson “Micro-Selector”; il- 
luminated aeroplane dial indirectly 
lighted; 2 bands 1750-540 k.c. and 
7500-2200 k.c.; 60 cycles, a.c. 110-120 
volts; automatic volume control ; tele- 


selling ventilation aggres- 
sively—with Breezo Fans. 





> > ‘ in ° graphic interference trap; cabinet, 
Note the sharp rise ' Kadeste ——, 15% in high, 121% in. wide, weighs 
¢ > sie a niernationa adio orp., : 1 bs. 
building permits. A revi 4th & William St, Ann Arbor, Mich. 7% 


J ‘ hon Price: $29.95.—Electrical Merchandis- 
val of private construction Model: 77. ing, February, 1936. 


Description: All-world, 7 tube, long 














and buildings. 








is in progress. More money 
is available. All signs point 


to a further increase. 


Ventilation will be in- 
cluded in this new con- 


struction — both residential and commercial — because 
modern comforts will be provided in these new homes 


By linking your sales efforts to Breezo, you can meet 
every requirement because the Breezo line is complete. 


W rite at once for com plete information. 


Buffalo Forge Company 
205 Mortimer St., Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


Sell modern ventilation with 


BREEZO FANS 








PAGE 54 





and short wave AC-DC superhetero- 
dyne; 2 tuning bands: 550-1600 k.c. 
and 5.15-15.5 me; airplane type dial 
illuminated in 2 colors; calibrations 
for short wave in neon green, reg- 
ular broadcast in white; 5 in. electro- 
dynamic speaker; cabinet of new de- 
sign sliced, straight-grain American 
walnut with wide band inlay of gen- 
uine burl walnut. 


Price: $26.95.—Electrical Merchandis- 


ing, February, 1936. 


v 


i 





Pioneer Power Systems 
Pioneer Gen-E-Motor Corp., 
466 W. Superior St., Chicago, Il. 


Device: Pioneer Series F power plants. 
Description: Designed to supply power 


in localities not covered by power 
companies, provides light for farms, 
camps, etc.; charges radio, automo- 
bile and tractor batteries; auxiliary 
pulley furnished on gas engine may 
be used to drive small machinery by 
means of a “V” belt, such as pumps, 
washing machines and small appli- 


v 





Sentinel “FarmPowr” 
Sentinel Radio Corp., 
2222 Dwersey Blvd., Chicago, Ill. 
Device: Sentinel “FarmPowr” gas-en- 
gine generator, develops current to 
operate lights, radio, charge batteries 
and can be used to drive washing 
machines, pumps and similar farm 
equipment by means of a belt; for the 
farmer who already has a gas en- 
gine, FarmPowr model B is supplied 
with a generator only for pul- 
ley drive.—Electrical Merchandising, 
February, 1936. 


v 


Flash-A-Ray Signal Lamp 


J. H. Kay Co., 

121 Second St., San Fancisco, Calif. 

Device: Designed to provide intermit- 
tent light protection for automobile 
stop lights, directional and spacing 
signals, etc; fits standard sockets; self- 
contained, intermittent service reduces 
current consumption, increases lamp 
life.—Electrical Merchandising, Feb- 
ruary, 1936. 
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Leonard Refrigerators 
Leonard Refrigerator Co., Detroit, Mich. 
Models: 11—3 lines: + P models, 5 L 

models and 2 LS models. 

Capacities: P models have 5.15, 6.18, 
7.25, 10.59 cu. ft.; L models have 3.16, 
4.15, 5.15, 6.18 and 7.25 cu. ft.; LS 
models have 5.25 and 6.17 cu. ft. 

Special Features: Unit in top of cabinet, 
built-in temperature indicator; ma- 
chine welded cabinet construction; 
Freon refrigerant; 5-year protection 
plan. 

Features on all new Leonards ex- 
cept smallest models include: vege- 
table drawer below food compartment 
for storing dry vegetables; rubber 
equipment in every tray except spe- 
cial models; rearranging shelf on in- 
side of door; 2 refrigerated shelves 
for fast freezing; new tray release; 
newly designed food compartment; 
trigger-action door handle; Len-A- 
Dor; oblong shaped ice cubes; auto- 
matic electric light; all-porcelain 
cooling unit; sliding shelf. 

P line is porcelain finished inside 
and out; L line has porcelain interior 
and Permalain baked enamel outside; 
2 lower-priced models, LS line, fin- 
ished in Permalain.—Electrical Mer- 
chandising, February, 1936. 





W agner Gear-Motors 
Wagner Electric Corp., St. Louis, Mo. 
Device: Fractional-horsepower gear- 
motors suitable for direct connection 
to stokers, agitators, conveyors, low- 
speed pumps, mixers or any applica- 
tion requiring special speeds. 

Description: Available in single reduc- 
tion and double-reduction types with 
right angle shaft drive, and in sin- 
gle, double, and triple-reduction types 
with parallel shaft drive; available 
for delivering power at speeds as 
low as 6-rpm.—Electrical Merchan- 
dising, February, 1936. 





Smartline Table 
Mutschler Bros., Nappanee, Ind. 
Description: Monel Metal top table 
with 2-way socket in apron which is 
connected to the wall or floor plug 
by wire running through hollow of 
tubular leg.—Electrical Merchandis- 

ing, February, 1936. 


THE FIRST DUTY OF 





@ It’s surprising what strange things you 
find out about Calories when you live with 
them as intimately as we do. This color-blind 
business, for instance. 

We caught our friend X. Tracted Calorie, 
one fine day, in the midst of a color examina- 
tion. Said he had some time on his hands, as a 
result of getting out of an Aluminum Ice Cube 
Tray so fast, and was taking the test for fun. 

He admitted it was just a matter of going 
through motions, because all Calories are 
born that way... just can’t tell one color 
from another. And strangely enough, he 


says it’s no handicap. 





X says all calories 
ARE COLOR BLIND 


Appearance never fools a Calorie when 
it comes to the material an ice cube tray 
is made of. The minute the Calories start 
to leave the water, so Sir User can have 
his ice cubes quick, they know whether 
they’ve been put in Alcoa Aluminum, or 
whether they’re up against a slow wall of 
some other material. 

Every buyer of a refrigerator ought to 
know these intimate facts about Calories, ice 
cube trays and grids. They mean dollars and 
cents in operating costs. They mean quicker 
cubes. ALUMINUM COMPANY OF AMERICA, 
2160 Gulf Building, Pittsburgh, Pa.™ 





TRAYS IS TO FREEZE ( FAST - ECONOMICALLY 


ALCOA:>ALUMINUM 
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ERICAN 
| BEAUTY 





ble 


‘QUICK ‘ 
TURN- 
OVER’ | 


n 
= 
/ 4 
. ¢ 
American Beauty is America’s easiest selling line of washers. 
Here's why. 
@ A line with 10 dynamic models — in easy $5 steps — 


with a REAL LEADER Model. 

@ Every model can be demonstrated to advantage against 
ANY OTHER MAKE priced $5 to $10 higher. 

@ Made by an aggressive manufacturer and backed by 
a sales program built to fit the individual dealer. 


@ Sales features that are dynamite. 





IMPROVED AGITATOR 


Exhaustive tests prowe American Beauty is 
EASIEST in the WORLD” on clothes. Demon- 
strate that to a prospect and you sell! 

Easy Touch” SAFETY WRINGERS usually 
found on only the highest priced machines are 


on American Beauty priced to retail as low 
as $59.50 


A FACTORY POLICY YOU'LL LIKE 


American Beauty has built on a policy that recognizes the importance 
of distributor-dealer profit. 


Why don’t YOU send for AMERICAN BEAUTY FACTS? 






GETZ POWER WASHER CO. 


237 Walnut St., Morton, Illinois 
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A Review of New Products 





























Gibson Refrigerators 


The Gibson Electric Refrigerator Corp., 


Greenville, Mich. 


Models: 3 Standard, S-46, S-66 and 


$-86; 3 Custom Built, CB-596, CB- 
696 and CB-796. 


Capacities: Standard models, 4, 6 and 


8 cu. ft.; Custom Built models, 5, 6 
and 7 cu. ft. 


Description: Standard models available 


with conventional type evaporator 
coil: $-66 also available with Gibson 
Magic Freez’r Shelf at slightly 
higher price. Custom Built models all 
equipped with Gibson Magic Freez’r 
Shelf. 

Magic Freez’r Shelf leaves larger 
available storage space, increases ice- 
cube capacity makes for faster freezing 
and quicker cooling of foods without 
drying out contents of storage com- 
partment the manufacturer claims; 
larger area of evaporator coil is pro- 
vided to carry away heat units. 

A new feature of Gibson 1936 models 
is the Gibson Guardian, a hot wire 
type relay externally mounted which 
furnishes automatic overload protec- 
tion for motor which opens motor cir- 
cuit if current becomes greater than 
normal and closes circuit after brief 
interval. When temperature control is 
placed in defrosting position the unit 
will continue to operate sufficiently to 
maintain safe cabinet temperature 
while ice melts from evaporator coil. 

All models equipped with Gibson 
Hermetic Mon-o-unit.—Electrical Mer- 
chandising, February, 1936. 





Cooley Lighter 
Cooley Electric Furnace Co., 
1411 E. 20th St., Indianapolis, Ind. 


Device: “Glo-Tip” cigarette lighter. 
Description: Lights pipes, cigars, cigar- 


ettes; can be passed around without 
trailing wires; 110-115 volt, a.c. or 
d.c.; becomes hot in a few seconds 
when pressed down; case molded in 
1-piece Durez with ventilating fins at 
sides; red molded knob tops detach- 
able resistance unit. 


Price: $1.00.—Electrical Merchandising, 


February, 1936. 
v 
Eagle Fuse Plug 


Eagle Electric Mfg. Co., 
59 Hall St., Brooklyn, N. Y. 


Device: No. 672 Bakelite fuse plug; 


constructed with soldered fuse link; 
made in 10, 15, 20, 25, 30 amperes.— 
Electrical Merchandising, February, 
1936. 
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W estinghouse 


Water Heater 
Westinghouse Electric @ Mfg. Co., 
Maasfeld, O. 

Model: 40 gal. square shaped water 

heater. 

Description: Designed to set flush with 
walls and cabinets of modern all- 
electric kitchens; Dulux finish; her- 
metically-sealed corox heating units 
with separate thermostats for each 
unit providing temperature adjust- 
ment of 130-190°; wiring and plumb- 
ing connections made at bottom, con- 
cealed by base  panel.—Electrical 
Merchandising, February, 1936. 








. 
Coleman Waffle Makers 


The Coleman Lamp & Stowe Co., 
Wichita, Kansas. 

Models: 17A and 19A. 

Description: Deluxe model 17A, auto- 
matic, tray type; thermostat prevents 
over-heating, maintains correct bak- 
ing temperature; life-time heating ele- 
ment, 720 watts, 115 volts, a.c. only; 
chromium finish, Bakelite handles. 

Model 19A, non-automatic, 625 
watts, 115 volts a.c. or d.c. chromium 
with Bakelite handles. 

Price: 17A, $9.90; 19A, $6.90.—Electri- 
cal Merchandising, February, 1936. 





Kromaster Urn Set 
Lehman Bros. Silverware Corp., 
197 Grand St., New York City 
Device: Princess pattern, etched chro- 
mium 4-piece percolator urn set; black 
bakelite handles; cold water valve 
type pump; 10-cup capacity; urn 16 
in. high; chrome lined sugar and 
creamer; tray 121x18 in.—Electrical 

Merchandising, February, 1936. 





Blac-Link Fuse 


The Chase-Shawmut Co., 
Newburyport, Mass. 
Description: Black link in fuse has 
white interior which shows when 
fuse blows, eliminating guess work in 
locating blown fuses.—Electrical Mer- 

chandising, February, 1936. 
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Usalite Flashlight 
nited States Electric Mfg. Corp., 
2-8 W. 14th St., New York City 
e: Usalite Mickey Mouse flashlight 
| batteries. 
ription: 2-cell, long range focusing 
itlight, illustrated in 5 colors with 
fickey Mouse and pals. Usalite 
lickey Mouse batteries also available 
fit flashlights and all toys requiring 
indard size batteries. 
I lashlights, 49c: batte ries, 10c.— 
trical Merchandising, February, 





. . ° e a bd 
Lumiline LightStrip 
Curtis Lighting Co., 
1123 W. Jackson Blod., 
Chicago, Ill. 
vice: Standardized lighting channel 
“Lumiline” lamps; unit assembly 
cludes bright aluminum reflector, 2 
ceptacles with brackets and lamp 
holders and 2 reflector end plates; No. 
29 assembly for 40 watt (T-8) lamp 
is reflector 12 in. long No. 39 for 30 
60 watt (T-8) lamp with 18 in. 
flector. LightStrips also available 
for medium screw base lamps in 9 
id 15 in. spacings. 
No. 29 unit, $2.20 each; No. 39 
nit, $2.45 each.—Electrical Merchan- 
sing, February, 1936. 
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K-M ‘Toasters 
Knapp-Monarch Co., St. Louis, Mo. 
dels: 514, 535, 512. 
scription: No. 514, Tel-A-Matic, 2- 
slice toaster; automatic; lever on side 
vermits light, dark or medium toast, 
single light cuts off when toast is 


done: 450 watts, a.c. only; chrome 
finish. 

No. 535, automatic, toasts 2 slices, both 
sides at once; pull switch controls 
light, dark and medium toast; signal 
ell rings when done; chrome finish; 
800 watts, a.c. only. No. 521 2-slice 
toaster, 450 watts, 115 volts, a.c. or d.c. 
Nichrome element. — Electrical Mer 
handising, February, 1936. 


v 
&M Display Case Light 
VM Lamp Co., 35th & Broadway, 
Los Angeles, Calif. 
vice: Aluminum reflector with pol- 
shed aluminum cap, chrome rod, red 
icquered outlet box; 2 sizes: 91/2 in. 
iam. and 7 in. diam.; larger light 
ses 200 watt lamp, smaller, 100 
vatt; adaptable to all open-shelf dis- 
ivs.—Electrical Merchandising, Feb- 
iry, 1936. 


v 


Bond Flashlights 

Bond Electric Corp., 
’ Cornelison Ave., Jersey City, N. J. 
vice: “Compact” pocket flashlights in 
ade, orchid, sky blue, light grey, ver- 
million, black: sold in double tier dis- 
lay with one tier for “Her light” 
alled “Vanitee” and His Light called 
Utilitee”. 
tce: 29c with battery.—Electrical Mer- 
handising, February, 1936. 





Kelvin Chests 


Kelvinator Corp., Detroit, Mich. 
Device: 2 self-contained, portable, Kel- 
vin chest ice cream cabinets. 
Description: Designed for handling 
small quantities of ice cream in drug 
stores, restaurants, etc.; 3-in-line and 
4-hole double row types; white dulux 
finish; square black lids; 3-hole model 
accommodates three 21/ gal. cans; 
4-hole model accommodates four 21 
gal. cans; fully automatic.—Electrical 
Merchandising, February, 1936. 


v 
Westinghouse Lamps 
Westinghouse Electric Supply Co., 
150 Varick St., New York City 
Description: New line of Westinghouse 
I. E. S. study lamps carrying I. E. S. 
tag of certification; metal from base 
to holder; harmonizing shades; 

bronze finish. 

Price lable models: 100 watt, $6.25, 
50-100-150 watt, $8.95: Floor models: 
100 watt, $9.50, 50-100-150 watts, 
$11.95, 100-200-300 watt, $13.95, with 
candle, $14.95.—Electrical Merchan- 
dising, February, 1936. 

v 
Burgess 
Lantern & Battery 
Burgess Battery Co., Freeport, Il. 

Device: ‘Twin-Six lantern and Twin- 
Six utility battery suitable for sport 
or farm use; switch in lantern is lo- 
cated on handle for convenient opera- 
tion by one hand onlv; Twin-Six (3- 
volt) battery has only 2 connections, 
making replacement easy; focusing 
is made possible by special adjustment 
without removing glass lens.—Electrt- 
cal Merchandising, February, 1936. 


v 


REA Connector Plug 
Rudd Electrical Appliance Co., 
Irvington N. J. 
Device: Screwless connector plug. 
Description: Plug is split in a plane nor- 
mal to the contact clips, assuring rigid 
l-piece construction of lower half; 
spring clamps fit over knobs extending 
on both sides of connector housing 
and hold them together, providing 
simple means of assembling and elim- 
inating screws and nuts; shock proof, 
high heat resisting housing.—Electric- 
al Merchandising, February, 1936. 





. . ry. 
Wizard Junior Yools 
Herberts Machinery Co., Ltd., 

3061 Santa Fe Ave., Los Angeles, Calif. 

Device: “Wizard” Jr. woodworking tool 
set, electrically operated for making 
novelties, light furniture, gifts, etc. 

Description: Set comprises a 23 in. lathe, 
jig saw with 7 in. throat, saw table 
with 5 in. blade, drill press, 2 buffers, 
double grinder and combination disc 
sander and grinder. Will handle good- 
sized lumber, ivory, various plastic 
materials such as Bakelite, composi- 
tion wood and resinous products; 
some tools can be operated with a 
1/20 h.p. motor, others require 1/10 
and 1/6 h.p.—Electrical Merchandts- 
ing, February, 1936. 
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Take a wire to 
this dealer, please, 
‘Sorry, but can ship 
only halt your order 


from stock.” 









/ 
— 


) | capital turnover 
VA / prevents the loss 


/ of peabiell, ‘iil 


In the heavy selling season of the electrical trade, delivery 
time is the essence of the manufacturer's sales opportunities. 
What one firm can't ship, some competitor probably can — 
and not only profits and prestige, but customers are at stake. 


Commercial factoring is the effective, modern business 
instrument to help manufacturers make the most of their 
market opportunities. It widens sales opportunities by ad- 
vancing cash as shipments are made and thus reducing the 
average outstanding sixty to ninety day account to a cash 
basis. Now is the time to investigate. 


COMMERCIAL FACTORS CORPORATION 


TWO PARK AVENUE NEW YORE 


/ 
\ 





Commercial Factors Corporation, Dept. EM-2, Two Park Ave., New York 
Send the facts about commercial factoring as it would apply to our business 
Name 
Firm Name 


City State 








Aavance advertising 


space reservations for the March 
issue of Electrical Merchandising 
are greater than for any issue in the 
last three years. 

Our subscription salesmen tell us 
that Electrical Merchandising is 
-asier to sell when it carries lots of 
advertising. 

Dealers want and need the infor- 
mation on your products. They 
look for it in Electrical Merchan- 
dising. 

Get your story to them in time for 


the S prin g drive. 








PAGE 57 








FR 


MANUFACTURERS’ SALES HELPS 


lo get this valuable material, circle 
the key number on the coupon and 
we'll pass on your request to the manu- 


facturer at NO COST TO YOU. 


Voss issues a hard hitting sales pres- 
entation for washers which is one of 
the best sales tools we’ve seen for deal- 
ers’ use in selling their 


No. 1. 


Reynolds Molded Plastics has pre- 
pared a booklet of phenolic products 
ind their manufacture. No. 2. 


customers. 


leck-Lite has a catalog or their sate 


ty switch-plate line for issue to dealers. 


No. 3. 


Modine offers a new descriptive cat 
alog o! direct S 


No. 4. 


spension type 


unit 
neaters., 
Hotpoint offers new pages tor your 
heating de 
products are 


No. 5. 


catalogs. Many new 
and 


vices 


pictured described. 


The Ohio Carbon Co. announces a 
pocket-size « atalog of fractional horse 
power D.C. and A.C. carbon brushes. 


No. 6. 


General Electric presents new met 
al displays for coftee-makers and ra 


No. 7. 


adios 


Cleveland Heater Company has a 
new catalog sheet on the Airate venti 
fan. No. 8. 


Joseph Middleby, Jr., Inc., issues 
an attractive folder on ice cream reci- 
pes using Mide o and electric retrigera- 


tion. No. 9. 


lator 


General Electric has recently issued 
a complete catalog of electric 
heaters for domestic 


se. No. 10. 


water 


and commercial 


Colonial-Premier Company offers 
a catalog of floor and table lamps. 


No. 11. 


Combustioneer, Inc., issues a set of 
literature designed to sell automatic 
oal stoking to your customers. No.12. 


General Electric issues new pages 
on available promotional material for 


central station handbook. No. 13. 


Moe-Bridges Corporation presents 
catalog data on lighting fixtures and 


lamps. No. 14. 


Kopp Glass, Inc., issues catalog of 
glass lamp shades for all purposes. 
o. 15. 


The Anchor Stove and Range 
Company tells the story of the Kol- 
stoker in a recent catalog. No. 16. 


The Coleman Lamp & Stove 
Company has some literature for 
customers, mats, and catalog sheets on 
small appliances. No. 17. 


The Horton Manufacturing Com- 


pany has prepared a piece, “Home 
Laundry News,” for distribution to 


customers. No. 18. 


Reproductions Company offers a 
catalog of artificial foods and comme1 


cial products for display purposes. 
No. 19. 
Noblitt-Sparks Industries, Inc., 


has issued sheets describing ARVIN 
electric heaters, radios, and all wave 


antennas. No. 20. 


The Iron Fireman Manufactur- 
ing Co. present a series of sheets 
showing uses of the iron fireman stok- 
er in special type buildings, also spe- 
cial pieces and information for deal- 


No. 21 


The Pittsburgh Reflector Co. is- 
sues catalog of uses for reflected and 


indirect lighting. No. 22. 


Porcelain-Products, Inc., produces 
a catalog of insulators. No. 23. 


Ray-O-Vac lists specifications of 
flashlights and batteries for issue to 


dealers. No. 24. 


The Hart Manufacturing Co. pre- 


sents a complete catalog of switches. 
No. 25. 


ers. 


The Revere Clock Co. offers a cat- 
alog of floor and mantel clocks using 


Tele hron motors. No. 26. 


Meyers & Brothers Co. has some 
descriptive data on electric water 


pumps. No. 27. 


The Mutual-Sunset Lamp Mfg. | 
Co. offers a complete lamp catalog, al- | 


ready tabbed for your files. No. 28. 


Auto Vent Fan and Blower Co. | 
has released a folder of specifications | 
on ventilating fans. No. 29. 
Lamneck Products, Inc., will send | 
descriptive material on laundry trays. 


No. 30. 


The Will-Burt Company presents 
three folders on the uses and economies 
of the Will-Burt Stokers. No. 31. 
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Battery Radio 
Brings Out aNe 


The years 1935-36 see low 


priced wind and gasoline 


generators arrive rurally 

















J. C. Moore can burn a couple of lights with his 
wind charger — the lamp is for “just in case.”’ 


NCOOTING over flat Oklahoma 

prairie, near Perry, one can see 

4 a long way off the tiny wind- 

mill buzzing on top of J. C. Moore’s 

farm home. Stopping, your correspon- 

dent congratulated Mr. Moore on 
having a new battery radio. 

“Yes, but you ought to see the elec- 
tric lights we have in the house!” ex- 
claimed Mr. Moore. 

In one sentence he laid a finger on 
the key to the enthusiasm of millions 
of farmers. A year ago J. C. Moore, 
who lives on a small place, with no 
power lines near, was just as far from 
electricity as he was from Halley’s 
comet. True enough he could have 
bought a farm generating plant, cost- 
ing from $500 to $1,500, but Mr. 
Moore has a dozen places where he 
could put that much money. Yet for 
$40, here he was snapping on electric 
lights! Multiply this instance by mil- 
lions and you can see what has made 
the wind charger sell—from virtually 
nothing in 1934 to from 40,000 to 
50,000 units in 1935. Consult the 
1930 census and you will see that the 
Moore case is typical of the United 
States. 

6,288,648 farms in the U. S. 

841,310 have electricity (13.38%) 

Of these 571,007 buy power 

(9.08% ) 


270,303 own plants (4.30% 

5,447,388 farms are without 

electricity (86.62%) 
What Mr. Moore Didn't Expect 
It all happened when a radio sales- 
man came along, sold Mr. Moore : 
battery set, and a wind charger to 
keep it up. Once installed, at a cost 0! 
less than $40, Mr. Moore found that 
in a brisk wind he had the miracle ot 
electric lights. 
The wind charger may properly be 
called the contribution of 1935 to 
radio. About one customer in five pur 
chasing a battery radio took one. It is 
not a new idea. Ed Mierbochto! o! 
LaSeuer, Minn. has been rigging up 
old Ford generators for several years 
to windmills. The Wind Power Light 
Co., Newton, Iowa, has been selling 
a big 32-volt plant for some time as 
has the Universal Battery Co., 341" 
South La Salle, Chicago. But the 
thought of a miniature plant, comn 
cially built for 6-volt radio batt 
charging, is a new wrinkle. The more 
prominent firms among the forty « 
manufacturers turning them out 
The Win-Charger Corporatio: 
Sioux City, Lowa. 

Dunn Mfg. Company, Clarind 
low a. 

Queen Stove Co., 
Minn. 


Albert Le 
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Some sort of battery 
charging device was 
necessary with farm 
radio — hence the 
wind charger. 


Pioneer Gen-E-Motor Corpora- 
tion, 466 W. Superior Chicago 
Don't Oversell Wind Charger 

“For Pete‘s sake, don’t oversell the 
wind charger,” said several manufac- 
turers when they heard of this story. 
‘It will charge a radio battery and 
run a couple or so of lights—but there 
are difficulties.” 

The plains region and the sea coast 
ire the logical place for wind charg- 
ers. Here a 13 mile an hour breeze 
may be had about 80 per cent of the 
time. But in a mountainous, hilly or 
forested region, the amount of wind 
drops abruptly. That is what is bring- 
ing a second phase about—the gasoline 
operated charger. More of this later. 

Spinning along in a fifteen mile an 
hour wind, the present day wind 
charger will develop from 10 to 12 
amperes. Now 2-2/10 amperes are the 
most ever needed for a radio battery, 
and the remaining power is enough 
to operate a couple of 30 watt lamps 
very nicely—when the wind is blow- 
ing. The wind charger will permit the 
tarmer to play his radio eight hours a 
day, like his city brother, but will not 
go much farther. 

Prophets peering into the future 
can see possibilities of a much more 
pretentious wind power generator, 
selling at a higher price, in districts 
where there is plenty of wind. 


Electricity for less than $75 


jut at the present moment develop- 
its seem to be veering in favor of 
a sasoline operated battery charger, 
run by a pint size engine, as the fav- 
orite for 1936. To farmers with 
whom a $600 electric generating set 
s only a misty dream, this new crea- 
on offers, for $49.95, something that 
w' | give them all the radio entertain- 


it they desire, a number of lights 
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BOOST YOUR SALES 


WITH THIS COMPREHENSIVE 
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You Can Get 
Ultra-Quiet Styled Fans 


: Wagner Fans 


Profits . . . increased sales... volume . . . that’s what you, YOU the 
dealer are interested in. Wagner's new comprehensive line of fans 
gives you an opportunity to boost your sales and obtain a bigger share 
of profitable business in all seasons of the year. 





Wagner air circulators, ventilating and exhaust fans have a wide 
field of application — in winter as well as summer. Wagner ultra- 
quiet styled fans are real merchandisers that appeal to that large 
group of purchasers who will buy styled merchandise if it has real 
value to them and truly serves a purpose. Wagner popular-priced 
quality fans are real leaders to create interest in fans generally and so 
give you further opportunity for sales in higher-priced, higher-profit 
items of Wagner's comprehensive line. These new fans, together with 
conventional-type, ceiling fans, and window ventilators offer you an 
unusually attractive list of 1936 profit makers. 


Now is the time to line up with Wagner and increase your sales. 
Many leading dealers have already laid plans to boost their 1936 
sales with Wagner fans. They know that Wagner fans are built to the 
highest standards of quality, assuring consumer satisfaction. Each is 
priced to give your customers the best value for his dollar and carries 
a liberal margin of profit. Write for literature, prices and discounts, to- 
day ... NOW, before you lose many off-season sales of ventilating fans. 


Weiner FloarieG ; 


tx> 6400 Plymouth Ave., St. Louis, Mo. 
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Air Circulators 


FF736-1A 








for Every Requirement 


LINE OF 






/ Popular-Priced Fans 








/Conventional-Type Fans 


Ceiling Fans 







Ventilating Fans 
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SO Gibson deserves your first consideration 
before you decide on any line. See your 
Gibson Distributor today or write us for 
complete information on the Gibson 1936 
Dealer Proposition. 
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about the place, and run light motors. 
In addition a pulley on the engine will 
permit it to turn the cream separator 
(once it is started by hand) and pump 
water. These are the two chores on 
the farm which the owner wants to 
sidestep. 


Tiny Motors 


These tiny gasoline powered gen- 
erators develop from 34 to 5% horse- 
power, 18 to 20 amperes at 1800 to 
2300 r.p.m. With one filling of the 
gas tank—a quart—they will operate 
from three to four hours under load. 
They start at the touch of a button 
or the pull or a rope, like an outboard 
motor. One hour’s charging will give 
eight hours radio enjoyment, allowing 
for 25% losses on the battery. Larger 
and higher priced models can be had 
that develop 12, 32 or 110 volts. 
Shrewdly the manufacturers are set- 
ting up regular dealer discounts, 
avoiding an error of the wind charger 
makers, who in most cases have sold 
direct to customers through coupons. 


Dealer Must Service 


“Our experience has been that the 


dealer cannot avoid servicing the wind 
charger. regardless of whether he en- 
joys a profit on it or not,” declares 
Herbert Hieb, of the veteran Hieb 
Distributing 
Moines. “We glean our opinion from 
509 radio accounts in forty Iowa 


counties. In the first place, the dealer | 
sells the battery radio, and is respon- | 


sible for its operation. The customer 
is ignorant of battery drain. Running 
his radio six hours a day, he finds it 
goes down faster than was agreed 
upon. Then with a six volt set he is 
likely to get hold of an overcharged 


battery with resultant paralysis. The | 


dealer must take it on himself to sup- 
ply a good charger if the job is to 
give Satisfaction. 

“The present policy of selling over 
the dealer’s head with a coupon has 
only cut out his profit, without elimi- 
nating any grief. Mr. Dealer must 
climb up on the roof just the same to 
install the wind charger, risk tearing 
his pants and causing the roof to leak, 
if he wants his set to give satisfaction. 
Some chargers are not all right me- 
chanically. Old automobile generators 
must be equipped with a thrust bear- 
ing if the propellor is to be kept from 
pushing into the generator. There 
must be provision for oiling, and who 
wants to climb on a roof in mid-win- 
ter? The job must be fastened down 
tightly for high winds, and yet with- 
out ruining the roof. Our experience 
with wind chargers included one that 
burned out, another than needed a fif- 
teen mile wind to turn, and a lot of 
jobs that screeched. To be fair with 
the dealer there should be a $10 item 
for installing and $5 for wire. The 
wind charger should sell for not less 
than $29.” 

But these are all details. The way 
J. C. Moore‘s eyes lighted up when 
he found he had electricity—what the 
farmer says when he finds the cream 
separating and pumping taken off his 
hands—these point the way to possi- 
bilities. Chances are that 1936 will see 
hay made in the farm field—and the 
boys doing the job will be electrical 
dealers. 
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H. B. Meyer (left), President of Co- 
lonial Premier Company, is shown 
receiving the One Millionth I. E.S. 
TAG and a framed certificate of its 
presentation from William F. Little, 
in charge of photometric work at 
Electrical Testing Laboratories. 


The Certification Tag 
has provided 


SATISFACTORY SALES 
SATISFACTORY PROFIT 
SATISFIED USERS 


ELECTRICAL 
LABORATORIES 
TESTING 


80th St. and East End Ave., New Y« 
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lectric Heating 


ee CONTINUED FROM PAGE 37 oem 


‘ss and cleanliness of this form of 
heating, its flexibility, permitting heat- 
ine of one portion of a building alone 
without waste or loss of efficiency, and 
the complete freedom from any neces- 
sit) for janitor service makes electric 
heating particularly desirable for 
school purposes. Some of the same ar- 
guments apply to hospitals and apart- 
ment houses, and a number of both are 
electrically heated in southern Califor- 
nia and about the bay region near San 
Francisco. 

Nor is interest in electric heating 
onfined to these winter resort cli- 
mates. Michigan and Wisconsin each 


+ 


have a number of electrically heated 
homes—even New York boasts of sev- 
eral. In fact, there is hardly a section 


of the country where there are not at 
least one or two experimental installa 
tions. Homes are heated comfortably 
and at reasonable expense in regions 
where the winter temperatures reach 

16 degrees below zero. 

There is everything to be said for 
electric heating for the home. It is 
clean, healthful, safe, easy to operate, 
subject to perfect temperature control. 
Wall heaters take up no space which 
might be occupied by: furniture; no 
basement furnace room is required. Ex- 
cept tor decorative open fireplaces in- 
stalled for their sentimental value, 
chimneys might be omitted. The one 
question is that of power rates in vari- 
ous localities. And there is a good deal 
of the misunderstood bugaboo about 
these rates. There are, indeed, already 
a great many sections of the country 
where rates are already low enough to 
make electric heating a saleable propo- 
sition. And, as pointed out at the be- 
ginning of this article, there are going 
to be a good many more when the big 
power developments now under way 
get into full operation. 

\ committee on electric heating of 
the Pacific Coast Electrical Associa- 
tion in 1931 made an analysis of a 

nber of home installations in vari- 
ous districts of California. They 

vind, as was to be expected, that the 
amount of current consumed varied 
with the habits of the family involved, 
as well as the outside temperatures. 
In Berkeley, for instance, one 6-room 
house used an average of 25.3 kw.-hr. 
per kilow att installed per month, or a 

tal of 532 kw.-hr. Another 6-room 
residence across the bay in San Fran- 
cisco got along during the same period 
with 285 kw.-hr. on an average, of 

14.6 kw.-hr. per month per kilowatt 
stalled. 

In the California climate the aver- 
ge requirement per kilowatt installa- 
was, for residences and apartment 
iouses, 20.6 kw.-hr. per month; for 
schools, 27.3 kw.-hr.; for churches 


> & 


and lodges, 14.1 kw.-hr.; for hotels, 
é kw.-hr.; and for hospitals and 
sanitariums, 44.9 kw.-hr. 

lhe business of selling electric 
space heating, when it comes, will be 
a business for the electric dealer. Por- 
table space heaters are every man’s 

it. They are favorites of power 
companies and even of drug stores. 
But complete home heating installa- 
tions involve wiring jobs as well as 
the sale of heating equipment itself 


and are best sold by the man who is 
pared to handle both. 
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The word goes ’round and around 


Whoa-ho-ho-ho-hoa ... that [-E-S- Better Sight 
Lamps are the best sellers in portable lamps today 


Lamp department managers all over the is under way. Advertisements are running now. 
country say that I.E.S. Better Sight Lamps are They place even greater emphasis on the im- 
building record sales, and that the certification tag portance of the tag—and the 54 reasons why 


is the biggest help in selling lamps they ever had. customers should look for it when they buy— 


Customers accept lamps that bear this tag with- 


and when the lamp is delivered to their homes. 


out question. They know it stands for genuine The aggressive, far-seeing manufacturers listed 


I.E.S. Lamps... advertised in the nation’s 
leading magazines in the greatest portable 
lamp campaignin history. They know that 
the store that sells lamps that carry this 
tag is not trying to put something over. 
The new and greater campaign featuring 
100,000,000 advertising messages in 1936 


Abels Wasserberg and Co., 


Aladdin Mfg. Company 
Almco-Art Lamp Corp. 
Artistic Lamp Mfg. Co. 
Art Lamp Corporation 
Art Metal Company 

Brown-Johnston Co 

Buckley Studios, Inc. . 


Edward F. Caldwell & Co., 
Calpa Products Company, 


Cassidy Co., Inc 
Colonial-Premier Company 
The Crest Co., Inc. 


New York, N. Y 
Muncie, Ind. 
. Cleveland, Ohio 
New York, N. Y 
Chicago, II. 


. Cleveland, Ohio 
. Spokane, Wash. 


Chicago, Il. 
New York, N. Y 
Philadelphia, Pa. 
New York, N. Y. 

Chicago, III. 

Chicago, Ill. 


The Cuy age Picture & Lamp Company 


Daison Mfg. Cc ompany 
Expert Lamps, Inc. . 
Fairmount Lamp Mfg. C o. 


. Cleveland, Ohio 
Philadelphia, Pa. 

Chicago, II. 
. Philadelphia, Pa. 


Faries Manufacturing Compeny. Decatur, III. 


Fashion Lamp Company . 


Ferguson Brothers Mfg. Co., 


Chicago, Ill. 
Hoboken, N. J 


below, are again banded together with 
the Illuminating Engineering Society, the 
Westinghouse Lamp Company, General 
Electric Company, and the Illuminating 
Glassware Guild, for mutual coopera- 
tion and helpfulness in the promotion 





and sale of 


S- BETTER SIGHT LAMPS 


Framburg, H. A. & Co. . . Chicago, Ill. Metallic Arts Corporation . Chicago, Ill. 
Frankelite Co. gp Re Chicago, Ill The Miller Company . « Meriden, Conn, 
Fulper Pottery , . Trenton, N. J. Mitchell Mfg. Company . Chicago, IL 
Greenly Lamp and Shade Cc ompany, Inc . Mutual-Sunset Lamp Mfg. Co. Inc 
New York, N. Y New York, N. Y 

T he Greist Mfg. C a. . New Haven, Conn Nation al Lighting Equipment Co 

Godshalk Company . Philadelphia, Pa. Cleveland, O 
Handel Company . . . Meriden. Conn Wm. R. Noe & Sons, Inc., Brooklyn, N. Y 
Herco Art Mfg. Company . Meriden, Conn Piqua Munising-W ood Products Co.,Piqua,O. 
Highlands Mfg. Company . . Muncie, Ind Railley Corporation . . Cleveland, O. 
Phil R. Hinkley . . . . .Cleveland,Ohio Rembrandt Lamp Corporation, Chicago, Ill 
Jay-Willfred Company,Inc., New York,N.Y. Rindsberger Mfg. Corp . Chicago, IIL 
Kerns Manufacturing Co. . . Chicago, Ill. Sol. M. Robinson,Inc. . New York, N.Y 
Keystone Lamp Mfg. Co. . Slatington,Pa. Salem Brothers . . . New York, N. Y 
Lightolier C ompany . . New York, N. Y- Sandel Manufacturing Co. . . Chicago, IIL 
Lulis Corporation - + + New York, N. Y. Standard Novelty & Lamp Co., Chicago, IIL 
Lumidor Mfg. Company . Alhambra, Calif. TT. A. Stiffel Company. . . . Chicago, IIL 


Mantle Lamp Co. of America, Chicago, Ill. Venus Lamp Corporation, New York, N. Y. 
Marbro Lamp Mfg. Co. . Los Angeles, Calif. The F. W. Wakefield Brass C ompany 


Markel Electric Products, Inc., Buffalo, N. Y. . . Vermilion, Ohio 
Mayflower Lamp & Sales Co., St. Louis, Mo. W ard Lamp C company . . « « Cleveland, Ohio 
Mazzolini Artcraft Company, Cleveland, O. Wellington-Ross . . . « Muncie, Ind. 


For further information, write I. E. S. Better Sight Lamp Makers, 2116 B. F. Keith Building, Cleveland, Ohio 
LOOK FOR THE NEW 1936 STYLES AT THE SHOWS 


Beller Sight HOE: 2 Lamp Makers 
: 
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UTILITY GROUP Ist PRIZE 


Minnesota Power & Light Company, Duluth, Minn 
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Institute in its promotion of Na 


tional Electrical Housewares Week 
last December There were six prizes 
iwarded and fifteen honorable men 
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the 


Designed to increase the 
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nd reported that in addition to sales 


reases over the year before, pee 
gotten an earlier start than usual. 

M: anutacturers participating in ‘the 

M per itive movement to. stimulate 
smal " appliance sales included: West 
nghouse, Landers, Frary & Clark 


Electric, Manning Bowman 
Knapp-Monarch, Waters-Genter, Si 
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ng the widow displa ontest: 


R. E. Anderson, display manager. 


“Sales” 


For sales the first days, 
and the weather was cold and snowy, 
there were three toasters, six irons, 
two grills, one urn and five lamps 
from another department. And this 
morning we had letter in from Ohio 
with C.O.D. order for eight muffin 
bakers. This was seen (in the win- 
dow) after hours and they couldn't 
be found in their home town so they 
ordered from us... 

Ziesel Brothers 
Elkhart, Ind 


Company, 


“Stopped the Crowd” 


The effect of this display 
iS you Can see was wonderful. It real- 
ly stopped the crowds and, according 
to our electrical buyer, it doubled the 


sales of a year ago and tripled the 
sales of from November 25 to 30, 
1935 


Richard A. Staines, 
The Vandiver Dry Goods Co., Inc., 
Tulsa, Okla. 


“20 Per Cent Increase” 


interested in 
Housewares Contest 
ided to invest a little 


. . We were 
your Flecerical 


this year so de 


DEALER GROUP Ist PRIZE 


Hanson Electric Company, Duluth, Minn. Max Smith. 


























UTILITY GROUP 2nd PRIZE 


Wisconsin Gas & Electric Company, Waukesha, Wis. George Gargan, sales managg 


Disp.ays tha 


Sales started earlier... Increase 
interest stimulated in appliance 
selling and display into Natione 


more than usual for our display win- 
dow. We realize it was no mistake 
for we have increased our sales over 
20 per cent more for this holiday sea- 
son than for last... 

Robert A. Eckhart, 

Hollister-Electric, Inc., 

Dayton, O. 


“Window Placed First” 


. . » Newspaper and local ra- 
dio publicity and the fact that the 
window placed first in a local elec- 
trical window contest, have resulted 
in increased interest and sales 
Many, attracted by the window dis- 
play come into the store and others, 
who “just stick their heads in the 
door’, just to tell us how they ad- 
mired our window . The results, 
as a whole, were entirely pleasing . . . 

L. F. Woodhead, 


Roswell, New Mexico. 


“Increased Floor Sales” 


. Our sales floor was loaded 
with new merchandise, and the dis- 
play poster was displayed. We noticed 

decided increase in floor sales for 
the week over the previous week and 
the same week last year. The follow- 
ing week carried increased momen- 
tum, and we think we would be safe 
in saying that more small appliances 
were sold in these two weeks than in 
the same period in any previous year. 
W. J. Brian, 
Utah Power & Light Company, 
Ogden, Utah. 








“100 Per Cent Increase” 


This Electrical Gifts Shop 
was opened on December 2, and our 
housewares buyer reports a 100 pe: 
cent increase in sales of electrical ap 
pliances for the month to date. 

The splendid results ob 
tained thus far have prompted us to 
continue using our interior shop for 
the showing of electrical appliances in 
our housewares department. 

C. Gehring, 
The Rike-Kumler Company, 
Dayton, O. 


“Gratifying Appeal” 


+o. Ora period of a week 
that these windows were in, we found 
from the sales department that thes 
had an exceedingly gratifying appeal 


A large number of people were drawn 


into the store by the windows and 
quiries resulted in a_ noticeable 


crease in sales directly traceable to the 


windows. 
W.. Gilbert Brown 
Philadelphia Electric Co., 
Philadelphia, Pa. 


“Biggest W eek” 


. We have had the bigg 

week for electrical merchandising t! 
we have had for some years. We f 
that people are again buying a bet 
grade of merchandise. 

F. L. Meredith, 

The Electric Service @ Supply 
Aberdeen, Wash. 
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PARTMENTALIZED STORES GROUP Ist PRIZE 


Fowler, Dick & Walker, Inc., Binghamton, N. Y. B. J. Alexander, display manager. 


‘easown against year before and 


ancy many merchants who tied 
tionlectrical Housewares Week 


of 
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“Sensible Campaign” 


... Many favorable comments 
n this display have been reported to 
our housewares department, a number 
yt sales have resulted and much in- 
terest has been aroused in the mer- 
handise. 

... We are proud to have been 
sssociated with the event, and we sin- 
erely hope that it has proven as prof- 
table in other localities as it has prov- 
‘nin our case. You, and all of those 
ooperating with you in this project 
are to be complimented for the intel- 
ligent manner in which you have con- 
lucted this most sensible selling cam- 
paign. 

H. S. Ganter, 
Boggs @ Buhl, 
Pittsburgh, Pa. 


“Added Interest” 


... In conclusion would like to 
say we have enjoyed installing these 


} 


displays and your contest has given us 

idded interest just at a time when we 
ld promote the sale of Electrical 

Housewares for Christmas Gifts. 

Edith Stanovich, 

Central Electric Co., 

Watsonville, Caltf. 


“Started Selling Early” 


... This was one of four fea- 
ed windows of our entire front and 
s probably the outstanding in traf- 
interest. As a result of this particu- 
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lar window, along with many others 
used by Mr. Crawford during the 
later part of November and the early 
part of December, we attribute our 
early purchases of small appliances. 
This particular class of 
merchandise started selling at a much 
earlier period than last year. 
H. J. Rust, 


Consumers ower Company, 


Jackson, Mich 


“W orthwhile Effort” 


... Because of the many favor- 
able comments which we have re- 
ceived on this display and the in- 
creased interest manifest by our trade 
in appliances, we feel that we have 
been well repaid for the extra effort 
required. 

Electrical Housewares’ Week 
has proved to be not only appropriate, 
but timely as well, for it started the 
Christmas selling season earlier than 
usual for us, which has naturally re- 
sulted in substantial increases in our 
sales. 

Max Smith, 

Hanson Electric Co., 

Duluth, Minn. 


“Encouraging Business 


... As to the amount of busi- 
ness this display was responsible for it 
is dificult to say as it was installed at 
the beginning of the Christmas buying 
season and at a time when people had 
not really made up their minds as to 
what they were going to buy. With 
subsequent displays similar to this, I 
can truthfully say we have and are do- 











DEPARTMENTALIZED 


ing a very encouraging business on 
electric table appliances. 
R. E. Anderson, 
Vinnesota Power & Light Co., 
Duluth, Minn. 


“Most Gratif ying” 

... We have entered the Na- 
tional Electrical Housewares Week, 
Dec. 2nd to 7th, 1935, with three ob- 
jectives in mind. First, to promote the 
same of electrical appliances; second, 
to display them according to contest 
rules; and third, to display them as 
attractively as possible to create atten- 
tion. 

It seems that all points were 
well covered as sales results to date 
through this display are most gratify- 
ing. 

George Gargan, 
Wisconsin Gas @ Electric Co. 
Waukesha, Wis. 


“Attracted Attention” 


... These windows have cer- 
tainly attracted the attention of pas- 
sersby going to and from work and 
without any question these windows 
were helpful in bringing this class of 
merchandise before the public. You 
will note that we have a card in the 
windows asking them to give electrical 
gifts and purchase same through the 


STORES GROUP 2nd PRIZE 


Ziesel Bros. Company, Elkhart, Ind 


Electric Shops, Hardware, and De- 
partment stores. 
W. H. Bechtold, 
Iron City Electric Co., 
Pittsburgh, Pa. 
“W orth While” 

... We have complied with all 
your rules, and find our little extra ef- 
fort very much worth while in promot- 
ing the sale of more appliances. 

George F. Hauber, 
Maxwell Hardware Co., 
Berkeley, Cal. 

The companies receiving Honorable 
Mentions for displays submitted were 
the following: (Utilities) Philadel- 
phia Electric Company, Philadelphia, 
Pa.; Utah Power & Light Company, 
Salt Lake City, Utah; Consumers 
Power Company, Jackson, Mich; Pub- 
lic Service Company of New Hamp- 
shire, Manchester, N. H.; Kansas 
City Power & Light Company, Kan- 
sas City, Mo. (Department stores) 
Boggs & Buhl, Pittsburgh, Pa.; Fow- 
ler Dick & Walker, Wilkesbarre, Pa.; 
Elder & Johnston, Dayton, O.; Rike- 
Kumler, Dayton, O.; Vandiver Bros., 
Tulsa, Okla. (Dealers) L. F. Wood- 
head, Roswell, N. M.; Hollister Elec- 
tric Company, Dayton, O.; Ernst 
Hardware Company, Seattle, Wash. ; 
Electric Service & Supply Co., Aber- 
deen, Wash.; Maxwell Hardware 
Co., Berkeley, Cal. 


DEALER GROUP 2nd PRIZE 


Central Electric Company, Watsonville, Cal. Edith Stanovich. 
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Stoker Future ‘Threatened 


Know the Facts by Cost Selling says Distributor 


About Your 


Coal Yard Tendency is to Sacii.- 


fice Appliance for Fuel Business 
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Business... 








Let a trained Globe-Wernicke systems expert study your present 
methods and recommend card forms and visible record equipment 
that will enable you to know the important facts about your busi- 
ness — instantly. There is no cost or obligation for this service. 





The Globe-Wernicke visible record system has distinctive, ex- 
clusive, patented features of special benefit to users. It provides 
prompt and accurate information about sales, credit, stock turn- 
over, accounts receivable, payroll, purchases, etc., and can be ap- 
plied to every division of a business, regardless of size. 





New, approved forms that enable you to meet the requirements 
of Social Security legislation are now available. We will be glad to 
submit samples and explain how they save time, work and money. | 


There is a Globe-Wernicke dealer in almost every city, who 
will gladly tell you about our system and service 


or write to us. 


Globe-Wernicke 

















Cincinnati, Ohio 
MAKERS OF OVER 4000 ITEMS NEEDED IN OFFICES 


John J. Hieb demonstrates how perfect- 
ly coal is burned — only a clinker left. 








ISSING a girl over the tele- 

phone may get the idea across 

but there's no satisfaction in 
the transaction. Selling a stoker at 
cost just to move coal is equally unin- 
teresting. 

That, in the opinion of John J. Hieb 
of the Hieb Distributing Company, 
Des Moines, lowa, is the tendency 
that threatens to dry up interest in the 
appliance. 

Manufacturers may say, “Oh well, 


take the work of selling off the hands 
of his men eventually. 

Electrical dealers are interested in 
a new appliance which is high enough 
priced to reward sales effort, which 
has no trade in complications, and 
which deals in a necessity, Mr. Hieb 
finds. Installation is not nearly as dif- 
ficult as with oil burners, and there is 
little service. 

“We have four selling stokers,” Mr. 
Hieb declares, “and if you will ex- 





STOKER LINE 


priced to compete 
in the small-home market 








Phenomenal acceptance of 
our 1935 automatic coal 
stokers has created a busi 
ness volume that, with new 
cost-reducing machinery, en 
ables us to announce dras 
tically lower prices for 1936 

on regular precision 


Address 


on a new 5% plan 
floor plan tor 
stokers. 


display 


advertising, promotion, 
sales and engineering as- 
sistance 
Participation in local ad- 
vertising 
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we sold the stokers, didn’t we?” But 
that policy is short sighted, he feels. 
Living out in a farming country Mr. 
Hieb remembers the campaigns of 
overall makers who sought to induce 
dealers to sell their garments at cost 
because “it attracted business.”” The 


tributor has to do the resale work he 
might as well get the retail profit. 
Allowing of course, for the fact that 
the stoker is being pioneered, Mr. 
Hieb feels that it is now possible to 
chart the type of outlet which will get 
some place with the appliance and 


amine our sales, it becomes apparent 
that only the retail outlet with a 
specialty man or two gets anywhere 
In all too many cases our man has not 
only sold the dealer but made the re 
sale. Here's a summing up:” 





° aeep Hieb 

— ye tt yen sh wm national advertising on — attracted indifterence, too, and Salesman Dealer 

ee ee ee a stokers; company adver- today overall makers are eager to see helped sold by 

is complete: domestic to tising in more than 100 that their retailers earn a profit. with own 

300 H. P trade papers. When this 56-year old lowa house resale _— efforts 

traveling representatives took on Whiting stokers two years ago Coal Dealers 17 J 

Backed by a world fa to help the dealer train the first thought was that coal yards Radio & Refrigerator dealer 10 3 
mous, $18,000,000. AAAAI1 men, survey jobs and close ; ih. Specialty selling dealer 6 

rated company, 60 years in safes were logical prospects as retailers. It pjumber 5 1 
business, is an effective mer- Write for literature and has not worked out this way, however. General stor: 3 
| chandising program that in dealer plan; we will advise There is a tendency among coal deal- Auto dealer 1 
cludes you if your territory is still ers to sell at cost (despite the fact that Hardware ; 
direct factory financing unassigned. a stoker cuts a coal bill in half) and — : 
LINK-BELT COMPANY | an inclination to do little selling be- Baby chick iealnn 1 
Stoker Division 2410 W. 18th Street | Come oF lack of Salesmen. . Laundry 1 
For all practical purposes the list Heating contractor 1 
Chicago of radio and refrigeration and specialty Grocer 1 
Send dealer plan to dealers might combine, Mr. Hieb says. root — 
They're the same thing under different - 
names. The fact remains that if a dis- 58 


The getting of proper coal for ' 
stoker still has to be arranged, he fin 
with western mines lagging in the p 
paration of the right screenings. V 
ume will correct this however, and ' 
future for stokers in lowa looks ste 
ily brighter. 
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‘ HE biggest advertising and sales promotional campaign 

T:. Hotpoint Refrigerator history is being launched now! 
There will be full pages in the Saturday Evening Post. . 
expanded plan of co-operative newspaper advertising . . . 
ler outdoor posters... radio announcements... window dis- | 
ang plays . . . store identification signs... recipe booklets . . 
rts full line folders ... envelope stuffers . . . pass-out pieces... 
slide films . . . retail sales manuals. . . customer savings bank 
plan. In addition, there’s the new Hotpoint “Visualizer” 
and new Hotpoint “Featurizer’— which help dealer and 
salesman demonstrate the quality, features and advantages i . 
of the new 1936 Hotpoint line. 


















Hotpoint pre-sells the prospect . .. and makes 101 sales tools 
available to help you get the names on the dotted line! 
With its greatly augmented promotional campaign . . . new 
dealer display finance plan enabling you to stock at low cash 





outlay .. . and a new line of refrigerators, Hotpoint makes it 
easy to sell more. Write today for complete details. Hotpoint 
Refrigerator Division, Sec. EM2, Nela Park, Cleveland, Ohio. 3. 





“ 
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IS YOUR 
BRUSH Vwoetlord 2. 


When your stock record reads ‘‘50 brushes for 
14, H. P. Model X Blank Motor’”’ . . . you're sure 
of the 50 but are you sure they meet the service 
conditions for which that motor was built? 








Have You 
got 10° 
to Sell 








Low specific resistance to give high 
torque combined with sufficient contact 
resistance to give good commutation is a 
necessary brush characteristic of the 
series A. C. motors used in food and 
drink mixers. Good commutation helps 
prevent excessive temperature rise. 




















as 


The torque and commutating characteris- 
tics mentioned above must also be present 
and remain constant in the brushes 
for the repulsion-start motors found 
in refrigeration service. These brushes 
must stand the shocks of frequent 
starting and be absolutely noiseless. 


*) 


One make of washing machine motor 
using ring brushes probably outranks 
all others in number of applications. Its 
brushes must lubricate without ‘‘gum- 
ming’’ and withstand the vibration and 
end-thrust of the driven mechanism. 








<r 


Fan motor brushes must each season re- 
move the dust and lint of winter storage 
from the commutator without wearing it. 
Tolerances on sizes must be close so the 
brushes won't bind in dirty holders. 








The flush mica commutators of portable 
tool motors require carbon brushes with 
sufficient cleaning action to prevent 
“high mica’’ without commutator wear. 














The high contact resistance resulting 
from glazed commutators has an adverse 
effect on the suction value of vacuum 
cleaners. It is the job of the carbon 
brushes toprevent any glazefrom forming. 










Avoid ‘‘2 Faced’’ Inventories by Sending for 

Ohio Catalog 19B and the 64-Page Booklet 

‘The Brush Phase of Motor Maintenance.”’ 
They’ re both free! 












































THE OHIO CARBON COMPANY 


12508 BEREA RD. CLEVELAND, O. 
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By John M. Wicht 


“ ES, Oscar was a fine dog,” 

said my Wisconsin guide, 

“only trouble was he had too 
much nose. He'd pick up a_ rabbit 
track and just about be ready to grab 
the jack when he'd scent woodchuck 
and take out after him. Then he'd get 
all het up about a skunk trail, and 
then he’d maybe flush a coupla part- 
ridge. 

“So once he went too far. We was 
coon huntin’ one night and he led us 
five miles along the side of Pumpkin 
ridge, giving great voice, and we fi- 
nally caught up with him just as he 
ran a mole to ground. Well, I hated 
to do it, but I just up and shot the 
fool dog. Too much nose.” 

Some years ago I knew a man who 
wanted to be a salesman. He was en- 
gaged by a dealer who was a friend 
of mine, and I had many opportuni- 
ties to observe his progress. 

This would-be salesman was very 
tall, and gangling. His arms flopped 
around loosely and his feet were 
always getting into arguments with 
each other over precedence. He had a 
very peculiar face—it reminded me of 
a lonely and disillusioned cow. He 
was shy and timid. He couldn't talk 
the way you expect a bright, aggressive 
salesman to talk. 

He wore clothes that would not 
have looked out of place in a Mack 
Sennet comedy. His coat was of an 
extraordinarily long pattern, with ex- 
treme lapels. His trousers did not 
match. The ensemble, completed by a 
wing collar, suggested, in every way, 
the very opposite to what all of us 
would consider a salesman possibility. 

He learned the product and went 
out to sell. His sole asset was that he 
had a one-tract mind and a sublime 
faith in human nature. He believed 
what he was told; and he did as he 
was instructed. For six months he did 
exactly what his sales manager told 
him to do—which was faithfully and 
without variation to make twenty-five 
cold canvas calls every day that he 
worked. To him his job was simply 
calling on twenty-five people and ask- 
ing them to buy the appliance he was 
selling. 

If you engaged such a salesman for 
your company how many appliances 
would you expect him to sell? Well, 
that’s exactly the number this sales- 
man sold his first few months—very 
few. But was he discouraged ? No, he 
was doing his job. He was doing what 
he was told. Occasionally he made a 
sale that kept up his courage. 

A little later 1 called on this dealer 
and found him in the throes of some 





sales contest or other. I looked at the 
progress chart hanging in his office 
and found to my amazement that 
there was not room enough on the 
chart to list all the sales made by this 
peculiar salesman. 

He was running away with the 
whole sales contest, doing much bet 
ter, in fact, than aggressive, well- 
groomed salesmen whom you and | 
would put our money on. This sales- 
man, despite his handicaps, by simply 
carrying out instructions based cn a 
fundamental principle in merchandis- 
ing, had come through and old man 
percentage himself was doing most of 
the work. 

He was still trying to keep up the 
good work of calling on twenty-five 
people a day. Naturally he could not 
do it. His time was largely taken up 
by closing sales, making demonstra- 
tions and calling on prospects who 
were friends and relatives of people to 
whom he had sold and who told him 
where to go to make additional sales. 

Now that is an old established prin- 
ciple in selling. It is still one of the 
most fundamental I know anything 
about. I am firmly convinced that any 
man with a normal amount of intelli- 
gence can sell appliances successfully 
if he will adopt this principle of mak- 
ing a given number of calls every day. 
Within time success will come to him 
inevitably. 

As I travel around the country | 





John M. Wicht 


General Electric Company 
Manager, Home Laundry Equipment Soles 
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make it a point to visit as many deal- 
ers as I possibly can. Almost invari- 
ably dealers have one question and it 
is usually phrased the same way: 
“How can I make more money by 
selling more merchandise—have you 
any new ideas?” 

It is really surprising how often 
this question is asked in just exactly 
the same way. I have answered it so 
many times that the answer is becom- 
ing monotonous. 


It is not a question of new ideas 
but a question of applying old and es- 
tablished fundamental principles. I 
have available hundreds of good ideas 

more than I can use. The problem is 
to put them into action and keep them 
in action. 


For instance, I called on a dealer 
a week ago whose name you would in- 
stantly recognize. He was all hepped 
up about a telephone canvass which he 
was using at the time and which 
showed promise of getting good sales. 
I have no doubt whatever that if this 
dealer continued to use the telephone 
canvass method for a couple of months 
or year he would on the whole show 
very interesting sales figures. 

However, a month previous he was 
equally enthusiastic about one certain 
appliance to the degree that he had 
instructed his salesmen to discontinue 
any selling efforts on all his other 
lines and concentrate on this one. 
Practically every time I visit this 
dealer he has some new enthusiasm 
and has discarded some old idea. 

“Too much nose.” 

This dealer is by no means an ex- 

ception. One of our most difficult 
tasks is to convince dealers that by 
plugging along the lines they start out 
on, they will profit. In other words, 
we try to keep them running an or- 
ganized, planned and consistent opera- 
tion. It is very difficult to persuade 
the average retailer that constantly 
keeping at fundamentals is the profit- 
able way. 
_ The trouble with advice of this sort 
is that it is commonplace. It does not 
include the elements of surprise and 
glamor which are so attractive to 
many of us. 

Now, of course, it is not always 
possible or advisable for one salesman 
to keep calling on twenty-five cold 
Prospects daily. Just as happened to 
the peculiar salesman mentioned 
above, your salesman, if he does this, 
will find his time occupied in making 
demonstrations, closing sales and vis- 
iting prospects furnished by users, but 


Your refrigerator must make for its owner 
a frigid zone in a tropical kitchen. There 
is frequently a difference of 60 degrees or 
more between the temperature inside and 
outside the box. No matter how hot the 
room may get, your unit is expected to 
pull down the inside temperature to a safe, 
protecting range. 

Any good refrigerator will do this. But 
how economically it does so depends on 
the vital efficiency of that thin wall that 


separates these two temperature zones. 


Many materials appear to satisfactorily 
check the flow of heat through this space 
when the cabinet is new. But after a 
period of use a new factor begins to 
affect the efficiency of most materials used 
for insulation. 

Moisture! 

For with so great a difference in tem- 
peratures on opposite sides of this shell 
and water vapor steadily penetrating it 
despite so-called moisture seals, there is 


bound to be a point of condensation 


DRY:-Z 





within the wall just as moisture condenses 
on the sides of a cup of cold spring water 
on a hot summer day. This moisture soak- 
ing into most materials more and more 
completely destroys their insulating efh- 
ciency. Only “non-hygroscopic’”—that is, 
non-absorbent— insulation is unaffected by 


this phenomenon of physics. 


And that is why Dry-Zero in any re- 
frigerator saves from 30¢ to $2 a month 
in operating costs. Dry-Zero is non- 
hygroscopic. It is unaffected by moisture 
that inevitably gets into the walls of any 
refrigerator in use. It enables the unit 
to keep proper inside temperatures eco- 
nomically. And for the entire life of 


the refrigerator. 


A complete story of exacting tests made 
on a number of refrigerators in the fa- 
mous Dry-Zero laboratory will show you 
just what effect moisture has on oper- 
ating efficiency. If you are interested in 
it, write for a copy. It will be sent with- 


out obligation. 


ERO 


REG. U.S. PAT. OFF. 
THE MOST EFFICIENT 
COMMERCIAL INSULANT KNOWN 
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the principle still holds good. 







DRY-ZERO CORPORATION © ““Ghicrcou” ° “TORONTO ONT 
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ut of the Hat 


Hidden Sales Arguments 


that can be brought out 


when the regular routine 49 


is exhausted..... 


TALK PIMISHES 


Finishes have a lot of sales argu- 
ments concealed in them that salesmen 
often forget to mention. Take porcelain 
enamel, for instance. If Dana Chase, 
vice president of the Chicago Vitreous 
Products Company, were demonstrating 
it for you, he would equip himself with 
a coin and a cigarette — burn with the 
cigarette and scratch vigorously with 
the quarter. The prospect's eyes will 
open by. the manner in which this dem- 
onstration leaves the finish untouched. 


A HOUSE TELEPHONE 
AS A PREMIUM 


To get immediate closing on a par- 
ticular day, premiums are widely used. 
Sometimes items that have no relation 
at all to the major appliance are high- 
ly effective. In this case it was a house 
telephone that closed refrigerator sales. 
Most families have a hankering for 
these garage-to-kitchen telephones, but 
hesitate to spend the money. Then, 
bang — it’s theirs for nothing if they 
will buy their refrigerator now. The 
combination is irresistable. 
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INSULATION—LEAST TALKED OF 
OF ALL SALES POINTS 


Knocking with one’s knuckles on a 
refrigerator door won't drive home the 
hidden story of insulation. The sales- 
man who shows how a refrigerator 
“coasts” between running time like a 
little girl on roller skates, can get over 
the thought of what insulation is to the 
consumer. The better the insulation, the 
longer the box will hold food cold and 
sweet without starting the motor. A 
bottle of milk, chilled and put in a 
correctly chilled refrigerator would stay 
sweet ond fresh much longer with high 
grade insulation than with a cheap one, 
especially if the current were cut off 
as a test. 


RANGES—THE APPLE TEST 
BRINGS HOME THE BACON 


There comes a time when every elec- 
tric range salesman comments on how 
much a range will improve the good 
wife's cooking. Among your prospects 
there is always a “in what way” gentle- 
man and the apple test was devised to 
back up your statements. 

You need, in addition to an apple, a 
glass, a test tube and holder and a 
bottle of Benedict's solution, obtainable 


at any drug store. The technique is this: 
Peel and cut up your apple, slicing the 
pieces in a glass of water. Let stand 
half an hour. In demonstrating first put 
a couple of tablespoonfuls of plain 
water in your test tube and pour in a 
little Benedict solution. Nothing will 
happen. Empty the test tube and put in 
two tablespoonsful of water from the 
glass in which the apples have been 
soaking for half an hour. Again pour 
in a teaspoonful of Benedict solution 
and heat. Immediately the solution will 
turn brown, the test for sugar. 


Now the nub is this. This showed how 
water dissolves the flavor in sugar out 
of fruits and vegetables. With flame 
type cookery you have to have a lot 
of water to work with. With electric 
cookery virtually no water is used and 
this goody remains in the fruits and 
vegetables. Ipso facto, food cooked 
electrically has more of its original flo- 
vor and. tastes better. 

This test is one used by Miss Frances 
Weedman, manager, home economics 
department, Edison General Electric 
Appliance Company. 
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FRIGIDAIRE GOES INTO ACTION WITH 
THE OPENING GUN 
OF ITS GIGANTIC CAMPAIGN FOR 1936 


@ Frigidaire’s field organization, largest in the 
industry, is on the move toward its most suc- 
cessful selling season in history! In 38 dramatic 
conventions now going on from coast to coast, Frigidaire is presenting to its 20,000 dealers and 
salesmen the sensational Frigidaire for 1986 —a product utterly new, stunningly beautiful, 
crammed full of powerful sales appeal in every respect. New campaign strategies are being in- 
troduced — dynamic, forceful new plans for action that overlook nothing to insure your biggest 
Frigidaire year! The men who have seen these spectacular new products and the powertul, com- 
pelling sales program are confident of sweeping victory. They agree that the challenge “You'll 
do Better with Frigidaire in ‘36” is no idle boast!... Frigidaire is going into action, and its great- 
est record-breaking year lies ahead! FRIGIDAIRE CORPORATION, DAYTON, OHIO 


Youll do belle wilh Pugidaree in 1936 
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Capacitor Motor Theory and 
Repair 


By I. Arnold 
Capacitor motors have an external 
auto-transformer and capacitor unit 
connected in series with one of the 
two stator w indings through a switch, 
in the manner shown in the drawing. 
This switch is operated by a centri- 
fugal mechanism attached to the ro 
tor. During the starting period the 
switch is closed in the position that 
connects the capacitor unit to increase 
the voltage across the field. When the 
motor has reached operating speed 
the centrifugal mechanism moves the 
switch to change the capacitor connec- 
tions to reduce the starting voltage 
to the value most efficient for normal 
operating speed. 


Construction 

frame of the average motor 
steel cylinder around 
the stator punching, and two cast iron 
bearing flanges. The bearing housings 
carry cast bronze bearings, and are 
filled with wool yarn saturated with 
oil. The stator has two windings ar- 
ranged similar to those of a two 
phase motor, and one of these wind 
ings is connected in series with the 
capacitor unit. 

The punchings 
riveted together and pressed on the 
shaft. The rotor windings consist of 


The 


consists of a 


rotor consists ol 


copper bars and end rings riveted and 
soldered together. 

The switch that makes connection 
with the capacitor unit is mounted in 
one of the bearing flanges and is oper- 
ated by a _ centrifugal mechanism 
mounted on the rotor. Action of the 
centrifugal mechanism is transmitted 
to the switch through a collar mount- 
ed on the motor shaft, and proper 
location of this collar relative to the 
switch and to the centrifugal mechan- 
ism depends on correct axial adjust- 
ment, is obtained by means of washers 
located at the pulley end of the rotor, 
which can be adjusted to permit a 
minimum end play of 1/64 inch. 

The capacitor unit is enclosed in 
a sheet iron box bolted to the frame 
of the motor. Two leads are brought 


out of the capacitor unit for con- 
nection to the line. 
Installation 
Examine the motor to determine 


whether it has been damaged during 
shipment. Make sure that the ratings 
on the motor nameplate correspond 
with the voltage and frequency of 
the power supply circuit. See that the 
motor is bolted down firmly, and 
that no part of the motor frame or 
capacitor unit makes contact with any 
surrounding equipment. 

See that the motor rotor moves 
freely in its bearings, and also see 
that there is no binding in the unit 
to which the motor is connected. If 
belt drive is used select a light flexi- 
ble belt, the belt should be just tight 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Epiror, Electrical Merchandising 
330 West 42nd St., New York City 


enough to prevent slipping. 

Apply a few drops of medium min- 
eral lubricating oil of good grade to 
each bearing. 

Start the motor several times to see 
that it comes up to speed promptly 
under load for about one half hour, 
and note whether the motor operates 
quietly and without overheating. If 
it does not operate satisfactorily the 
cause is probably overload or a tight 
belt. 

Care 

The motor should be kept clean. 
Oil should be applied to the bearings 
regularly, but not more often than 
once every six months. 

The rotor end play should not be 
allowed to exceed 1/32 inch. To cor- 
rect the end play it is necessary to 
disassemble the motor and add shaft 
washers as will be described later un- 
der Inspection. 

Servicing Motor Troubles 

Abnormal noise may be due to loose 
mounting of the motor or capacitor 
making contact with surrounding ob- 
jects. Noise may also be caused by 
excessive end play, this should be cor- 
rected as described under“ Inspection.” 
Failure of the motor to start may be 
caused by an open circuit at the line 
switch or fuse, by a tight belt, by 
worn bearings that permit rubbing 
of the rotor on the stator, or by end 
play so excessive that an open starting 
contact is obtained. Check the supply 
voltage to see that it is not less than 
85 per cent of the rated voltage of the 
motor. Remove the belt and see 
whether the motor and driven unit 
turn freely in their bearings. See that 
the belt is not too tight. If the bear- 
ings are worn they should be replaced. 
Excessive end play should be corrected 


by addition and adjustment of shaft 
washers. 

Failure of the motor to operate at 
normal speed, overheating of the mo- 
tor, or excessive input may be due 
to incorrect supply voltage overload 
on the motor, or inability of the motor 
rotor to turn freely. Check the supply 
voltage. Check operating conditions to 
see that the driven unit is not placing 
excessive load on the motor. Turn 
the rotor by hand to see whether tight 
bearings or obstructions in the. air gap 





prevent turning freely Operate the 
motor at no load and compare watts 
input with another motor. Inspect the 
centrifugal mechanism ‘and the switch 
contacts, and check the end play. 
Inspection 

To disassemble the motor for in- 
spection, remove the four acorn nuts 
that hold the pulley end flange, and 
pry off this flange by means of a screw 
driver applied in the slots provided in 
the flange. Remove the rotor, making 
sure that no shaft washers remain in 
the bearings. Inspect the centrifugal 
mechanism to see that it operates free- 
ly. Remove any dust or dirt on the 
shaft that may keep the collar from 
sliding freely. Inspect the switch con- 
tacts and see that the contact spring 
makes positive contact with the start- 











ing contact. Remove any dirt from 
these parts. The contacts may be 
smoothed, if necessary, by very ligh< 
applications of sandpaper. Inspect the 
rotor to see whether it has been rub- 
bing at any part of the stator. Check 
for lack of lubrication and worn bear- 
ings. 

In reassembling the motor adjust 
the shaft washers so that as the rotor 
is inserted into the pulley end flange, 
the contact spring will be compressed 
1/16 inch after the starting contacts 
close. Adjust the shaft washers in the 
pulley end to give about 1/64 inch 
end play of the rotor. Before inserting 
the rotor be sure that the composition 
washer on the shaft between the col- 
lar and the contact spring is in place. 
Tighten the flanges screws evenly 
and see that the rotor turns freely. 

General Instruction 

All oil-lubricated motors are ship- 
ped without oil in the bearings. Bear- 
ings should be oiled before motor is 
started. The oil which is used in the 
bearings of all types of motors should 

a good grade of lubricating oil, 
free from dust, dirt, grit or other 
foreign material. The clearance be- 
tween the bearings and the shaft is 
only a few thousands of an inch, just 
sufficient ‘for a small film of oil and 
is not sufficient to pass grit, dirt or 
other material between the shaft and 
the bearing without scoring one or 
both. Oil which has stood around un 
covered should not be used until thor- 
oughly strained and purified. All mo- 
tors should be thoroughly cleaned once 
a year. 

Troubles 

If trouble is experienced in the oper- 
ation of a motor make sure that 
1—The rotor is free to revolve. 
2—The bearings are in good condi 

tion and properly lubricated. 
3—There is no mechanical obstruc- 

tion to prevent rotation. 
4—The air gap is substantially uni- 


orm. 
5—AIll bolts and nuts are securely 
tightened. 
In checking for electrical troubles be 
sure— 
1—That the voltage is actually 
available at the motor circuit 
switch and at the motor term- 
inals. 
2—That the voltage corresponds 
to the voltage stamped on the 
nameplate on the motor. 
3—That the fuses or other protec 
tive devices are in proper condi 
tion. 
4—That all connections and con 
tacts are properly made in the 
circuit between the control ap 
paratus and the motor. 
Checking the above points first wil! 
frequently locate the cause of the 
trouble outside the motor, where 
otherwise considerable time might be 
spent searching for it inside of the 
motor. 
Note: 
Sometimes the difficulty may be in 
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(Right) G. E. Electric Range “The Imperial” 
equipped with Monel Metal top and Calrod 
Heating Units sheathed in Inconel. 















































MODERN ot merely 


in appearance but in 


CONSTRUCTION 


(Left) Hotpoint Electric Range ‘The Mayfair” 
equipped with Monel Metal top and Calrod 
Heating Units sheathed in Inconel. 











Tops made of MONEL METAL 
Heating Units enclosed in INCONEL® 


HERE are many electric ranges 

today that are modern in appear- 
ance. But to promote the progress of 
these load-building appliances even 
further . . . and to meet the demands of 
users . . . electric ranges must also be 
modern in construction. 

No electric range can be modern, if 
it still has a top that permanently dis- 
colors, chips, cracks or scales under a 
sizzling-hot dish, or when banged by a 
heavy utensil. 

The ranges shown above are modern 
both in appearance and in construction. 


One is the Hotpoint “Mayfair”. . . the 
other the G. E. “Imperial.” 

These deluxe ranges gleam with beau- 
tiful Monel Metal tops. And they are 
also equipped with Calrod heating 
units enclosed in Inconel. 

MoNEL METAL Tops. Range tops 
made of Monel Metal retain their well- 
kept silvery sheen for years. They are 
not at all affected by hot pans and siz- 
zling pots right off the burner—easy to 
clean and do not permanently stain. 
Moreover, they are solid through and 
through, therefore chip-proof. Per- 
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manently corrosion-resistant, eternally 
rust-proof and wear-proof almost with- 
out limit. 

INCONEL ENCLOSED HEATING UNITs: 
Calrod Units are sheathed in Inconel, 
a special Nickel-Chromium alloy so re- 
sistant to oxidation it will give long life 
on any type of enclosed heating unit. 

Write us for a list of ranges using 
Monel Metal tops, and data relative to 


Inconel as a sheathing for heating units. 
* Reg. U. S. Pat. Off. 


THE INTERNATIONAL NICKEL 
COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y. 


Monel Metal is a registered trade-mark applied to an al- 
loy containing approximately two-thirds 

. Nickel and one-third copper. Monel Metal 

fa is mined, smelted, refined, rolled and 
C marketed solely by International Nickel. 
PAGE 7! 











































EVERHOT vossten's on 
ROASTER & BAKER 
10 NEW, STRONG SALES FEATURES 


THE SWARTZBAUGH MFG. CO., TOLEDO, OHIO 











T be Great Sales Builders + « + tocontunue the mounting record of appli 


ance selling 


to continue the satisfactory service that popularizes the electrical way 
of doing things must adhere to known values in the resistance alloys making up the 


heating elements 


WITH EVERY ADVANCE IN THE APPLIANCE ARI THERE HAS 
ALWAYS BEEN A TYPE OF NICHROME TO ASSURE DEPENDABILITY 


_natos.j_NICHROME V. 


DRIVER-HARRIS COMPANY 
HARRISON, N. J 
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the driven machine or load. It is de- 
sirable, therefore, to disconnect the 
motor from the load, if possible and 
check the operation of the motor with- 
out load. If this is not possible and no 
definite trouble can be found in the 
motor it is suggested that the driven 
machine or machines be carefully 
checked to see that the load on the 
motor is normal. 


Polishing Compressor Cylinder 
alls 


By Merrill Lindley 

When it is necessary to smooth and 
polish refrigerator compressor cylinder 
walls I obtain a round wooden stick 
with a diameter just a trifle smaller, 
wrap one or two layers of friction 
tape around it and then wrap a layer 
of crocus cloth over the tape. 

If the stick is the right size the 
whole will slip in and out of the cyl- 
inder easily and by running it back 
and forth a smooth, satisfactory pol- 
ish is easily obtained. The tape keeps 
the crocus cloth from slipping around. 


Temperature Control 
Adjustments 


By William Toth 

Temperature controls must fre- 
quently be adjusted because the cut 
in temperature is either too low or 
too high. The first condition causes 
poor refrigeration, the second causes 
almost continual motor operation and 
high light bills and is indicated by an 
extremely cold cabinet. It is also nec- 
essary to adjust controls when the al- 
titude of the installation is changed 
1,000 ft. or more. 

Before making any adjustment be 
sure that the thermal bulb is making 
good contact with the evaporator. 
When brine systems are serviced it 
should be seen to that the thermal 
bulb does not contact the evaporator 
shell. It should be completely sur- 
rounded by brine. 

Cold controls are usually turned to 
the right to raise the temperature, to 
the left to lower it. Turn the knob to 
the position at which the compressor 
cuts in for normal temperature. Now 
with the control shaft left in this po- 
sition remove the knob and re-align 
to normal setting indicator. Where 
knob adjustment is not enough remove 
it and make a complete turn with the 


shaft. 


When adjustments are ‘made on 
brine type machines the thermal bulb 
is removed and placed in a basin of 
ice water or brine solution whose tem- 
perature is controlled. Then the ad- 
justment is made. 


Clearing Clogged Washer Pump 


By W. H. Ward 

When the pump of a washer equip 
ped with one for the discharge of wa- 
ter becomes clogged put a pail of hot 
water in the tub, start the pump and 
use a force pump over the discharge 
drain. 

Nine times out of ten the use of a 
service force pump cleans the system, 
making it unnecessary to remove the 
pump plate. A job can be done by this 
method if about one-tenth the time. 


Positive Temperature Control 
For Multiple Refrigerated 
Fixtures 


By Theodore I. Glou 

Where positive temperature contro! 
is desired on multiple or duplex sys- 
tems of refrigerated fixtures the fol- 
lowing method of control has been 
used with considerable success for the 
past four years. I notice from the en- 
gineering bulletins of several large 
air conditioning equipment manufac- 
turers that this method is coming in- 
to prominence, also, as a means of 
operating several conditioners on on 
compressor. 

Our firm was offered a contract 
if we could guarantee several differ- 
ent temperatures in five meat cases. 
The five cases were connected to one 
compressor using direct expansion coils 
and thermostatic expansion valves on 
the coils. The valves were set for 
the required back pressure to hold 
the temperature in each particular fix- 
ture. In each liquid refrigerant line 
directly under the fixture we con- 
nected a solenoid valve (Detroit Lub- 
ricator). This valve was opened and 
closed by a thermostat (Penn), set 
at the temperature desired. 

Now, when the required tempera- 
ture in the fixture is reached the ther 
mostat closes the solenoid valve, 
which prevents the entry of more re 
frigerant into the expansion valve or 
coil, hence refrigeration ceases. When 
the high point of the thermostat is 
reached the valve opens, permitting 
more refrigerant to enter and cool 
the fixture. By this method of con- 





FEBRUARY, 1936 — ELECTRICAL MERCHANDISING 


rated B, 280 


PRN Pas FY 





jUIp 
Wa- 
hot 
and 

arge 


ota 

tem 
the 
this 

ime. 


“ol 


trol 
SVS- 
fol- 
een 
the 
en- 
urge 
fac- 
il 
- of 


one 


ract 
fer- 
SES. 
one 
oils 
on 
tor 
old 
fix 
line 
‘On- 
ub 
and 


set 


ive, 


ing 
ool 
on- 








GOODS VEAR 


Endless Cord 
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BELT, 

















pews rapidly increasing use of frac- 
tional horse-power electrical appli- 
ances in homes, stores and light 
manufacturing is creating a substan- 
tial market for replacement V belts. 


To help you benefit Goodyear now 
offers its famous Endless Cord V 
Belt in a full range of sizes to fit 
practically all standard makes of beer 
pumps, refrigerators, water coolers, 
ice cream cabinets, water pumps, 
wood working machines, home oil 
burners and stokers, washing ma- 
chines and all miscellaneous light 
machinery. 


APELEREE LER EREO ROLE KOR 





‘Belts 


sf ie l 














No slip—no stretch — 
Hundreds of tests prove Goodyear 
Fractional Horse-Power Replacement 
V Belts to be the most nearly stretch- 
less made. The load is carried by a 
high-tensile endless cord, located at a 
point where there is least distortion 
in flexing — a Goodyear-developed 
construction that eliminates the in- 
ternal friction common in multiple- 
ply belts and insures a long-wearing, 
non-stretching, non-slipping belt. 


That is why they give better satisfac- 
tion — make permanent, profitable 
customers for you. With the com- 
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; mar 2s met a NR, 


MORE SIZES—MORE SALES—MORE PROFITS! 


plete Goodyear line you can get all this 
replacement business. For complete 
information and prices, write Goodyear, 
Akron, Ohio, or Los Angeles, California. 








Elastic Envelope tokes the wear 
transmits load to the heavy 











cord section... Protects corcoss 





High tension section 













Heavy cord load 
carrying section 





in neutral plane 





Reinforced compression 
section 
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The PORCUPINE’'S 
bristling quills give him 
safe Protection against 


his natural enemies. 





HE natural enemy ol electric heating elements is oxygen. This 


ever active gas was also the victor up until 1906. In that 
year A L Marsh developed the first nickel -chromium resistor, 
CHROMEL. 


In use, this alloy forms its own protective 
coating, which eflectively opposes the attack of the oxygen. 
With this natural armament, Chromel created the heating device 
industry, and is its vital element now, 30 years later. Obviously, 
the device makers entrust to Chromel the good-will of their trade- 
names, some of which have almost priceless value. Our long list of 
old-time customers is a document of trust, built and sustained by 
Chromel’s protection. ee The good-will of you, the dealer, is like- 
wise protected when you sell heating devices that are Chromel 


equipped. ° Hoshins Manufacturing a. Detroit, Michigan. 
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. THE wie THAT MADE ELECTRIC HEAT POSSIBLE 
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nection, one compressor can handle 
any temperature or temperatures re- 
quired. The starting and stopping of 
the compressor is secured by using the 
low pressure type control switch. A 
three wire thermostat control can be 
used but is more expensive to buy and 
install. 

The low pressure switch on the 
compressor is set so that the machine 
will run to bring the temperature 
down to that required in the coldest 
fixture. In the event this system is 
used on fixtures having wide varia- 
tions of temperatures a surge tank is 
connected in the low or suction line 
in the usual manner of connecting 
surge tanks. 





Shading Porcelain Patches 

White liquid porcelain glaze, 
such as that made by Tilette of 
401 Lafayette, New York, can 
be shaded to nearly any desired 
color for patching and matching 
washer tubs by mixing with oil 
color such as “Dutch Boy,” 
remembering that the mixture 
darkens slightly after drying. 











MAKES and MODELS 


PRIMA A, AN, QC (Washer) 
Agitator shaft freezes to bushing 
where shaft enters gear case . . . Plac- 
ing of the machine in damp cellars 
is the usual cause and to remedy the 
condition the shaft must be removed. 
Remove the agitator, punch out the 
pin holding the top agitator gear and 
remove this gear. Then remove the 
six screws holding the agitator stem 
and remove the stem. Drain the oil 
from the gear case. Then turn the 
machine upside down and remove the 
screws holding the bottom of the gear 
case. Place washer on its side and 
tap lightly on the shaft. It should 
come out bright and clean. Put light 
grease on shaft and re-assemble the 
agitator shaft in the gear case. Use a 
new gasket on the bottom of the case 
and put varnish on it. Then put wash- 
er upright before installing agitator 
stem.- Place felt washer above gear 
case where shaft enters the case, soak- 
ing it in oil. Refill with any good 
grade of number 30 oil. If gears are 
worn use number 50 for quieter op- 
eration. The case holds 4% pints and 
this may be poured down the wringer 
stem. 


THOR 84 (Washer)—Pump as- 
sembly becomes noisy and chatters 
against friction drive pulley 
Take off driven pump pulley and 
true up running surface in a lathe, 
as some of these pulleys get off center. 
Also check discharge hose as it may 
be holding pump pulley away from 
rubber drive pulley, causing chatter 
and slip in the friction drive.—N.E.D. 


THOR (Washer)—Key sheared 
off agitator drive head. . . . If anew 
head is not readily available cut a 
keyway in the old head the same size 
as the keyway in the shaft. This can 
be done with a hacksaw and file. 
Shape a square steel key to driving fit 
in the slot when the driver head is 
put on the shaft and the keyways are 
lined up.—N.E.D. 
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What you tell them about 
Du Pont DULUX finish on 


refrigerators comes back to 


you in refrigerator sales 


HEN one woman sees something she 

has always wanted, she is going to 
tell someone else about it— with extra 
enthusiasm. 

When a woman sees a refrigerator fin- 
ished in the whitest white finish she ever 
saw, she will talk about it. 

When you tell her that the snowy white- 


ness stays, despite dust and dirt, the touch 


REG. U. 5. PaT. OFF. 


DULUX 


REG. U. S. PAT. OFF. 


MY DEAR, | FOUND SOMETHING TODAY I’VE 


BEEN AFTER FOR YEARS. A REFRIGERATOR 


WITH A WHITE FINISH THAT’S THE WHITEST 


WHITE | HAVE EVER SEEN. IT IS CALLED 


DULUX AND I’M TOLD IT IS 


of greasy fingers and the knocking of plates 
and even heavier articles, she is going to 
say it is just what she has been seeking. 

All of these things you can say about 
Du Pont DULUX, the remarkable finish 
for refrigerators. Its superlative beauty, its 
durability and lasting qualities, will close 
many a sale as they have in the past. 

You can credit all this to du Pont chem- 
ists, who worked years to perfect a modern 
finish for household appliances—but espe- 
cially for refrigerators. They knew what 
women wanted in a refrigerator finish and 
they provided it. They assured lasting 


whiteness for sanitation and beauty, and 





they made DULUX resistant to greases, 
oils and fats. In fact, du Pont chemists 
answered every housewife’s desire with 
DULUX—and made your selling job easier 
and more profitable. 

Sell Du Pont DULUX. Sell the finish. 
Familiarize yourself with all the advantages 
of this refrigerator finish. Send for a new 
booklet, “Selling Made Easier by DULUX.” 
How many copies do you want? Tell E. I. 
du Pont de Nemours & Co., Inc., Finishes 


Division, Wilmington, Delaware. 


DU PONT ON THE AIR — Listen to “The 


Cavalcade of America” every Wednesday evening, 8 
p.m., E. 8S. T., over Columbia Broadcasting System. 








In the spring of 1933 a new finish for house- 
hold refrigerators first appeared. It was 
Du Pont DULUX, a new and distinctly dif- 
ferent chemical development. 

Today more than 85% of mechanical re- 
frigerator manufacturers are using DULUX 
on their 19386 models. 


Phenomenal? Yes. A record made possible, 





DULUX A NEW SELLING FORCE ON REFRIGERATORS 


however, because of recognition of DULUX 
as a superior finish by manufacturers. And 
because of its acceptance by housewives as 
“The Finish They Had Been Looking For 
... The Finish They Wanted.” Dealers cap- 
italized on this fact and closed sale after 
sale. Just a tip for you and every dealer who 
has not tried it. 
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THE ONE 


national magazine that 
dominates your market 
































































No other publication in Ameri- 
ca has as much circulation and 
as much selling influence in 
towns under 10,000 as House- 
hold. More than 1,850,000 
small town women—your own 
customers and prospects— 
read Household every month. 
Arthur Capper, Publisher, 
Topeka, Kansos. 





OW 


A truly modern refrigerator should 
have a Flexible Rubber Tray or Grid 
in every ice compartment 


Enthusiastic recommendations of 
users and consistent national ad- 
vertising have sold the advantages 
of flexible rubber trays and grids 
to the refrigerator buyers of 1936. 
A survey of recent refrigerator 
purchasers showed 99% express- 
ing a definite preference for this 
modern ice cube convenience. 
Your prospects want this effi- 
cient method that pops ice cubes 


from tray to glass in a split sec- 
ond ... one at a time or a whole 
tray full. They want ice cubes 
which are full-sized, cold and dry. 
: our salesmen the full 
ntage of this tremen- 
umer demand. Insist 
refrigerator you sell 
factory-equipped with a 






rubber tray or grid in every 
ice compartment. 


THE INLAND MANUFACTURING CU., DAYTON, OHIO 
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Making Money 
Out Of Meters 


HE meter plan is shunned by 

many electrical dealers because 
of the investment in meters involved 
and the extra attendance required to 
keep the plan operating smoothly. The 
theory is that collections from the me- 
ter box will give the salesman an op- 
portunity for a call-back and will re- 
sult in the securing of a number of 
prospect names, but in practice the 
boxes are-usually emptied by a low 
salaried employee, who does not make 
much effort to secure leads. 

T. J. Buford of Fresno, Calif., has 
devised a plan for lessening the bur- 
den of investment placed upon the 
dealer and also of securing new busi- 
ness through this source. He uses a 
clock meter, with the slot so placed 
that it is not conspicuous from the 
front. This appeals to many customers 
who would rather not have visitors to 
their kitchens know that the refrig- 
erator is being paid for on the install- 
ment plan and who therefore object to 
the ordinary meter. 

_ The clock, indeed, is such a useful 
and attractive bit of kitchen equip- 
ment that it is offered as an induce- 
ment to customers to send in prospects, 
being given outright as a reward to 
the woman who sends in the name of 
a new customer to whom an electric 
refrigerator is later actually sold. 
Proper provision for recovery of the 
clock at the close of the payment period 
is made by means of a contract which 
expressly states that the clock is mere- 
ly loaned and may be taken back by 
the Buford Company at any time. 


v 


Detective Methods 
Catch R ange Prospect 


ODERN detective methods 

make use of all modern aids 
which science can devise. When the 
government wanted to trap Al Ca- 
pone, for instance, a photographic 
mechanism was used which recorded 
every check which passed through his 
account at the banks. This same 
“Recordak” has been adopted by the 
Los Angeles Bureau of Power and 
Light for use in detecting range pros- 
pects from amoug their customers. 
Under the direction of Carl K. Chap- 
in, commercial director, and Frank 
Twohy of the Tabulating Depart- 
ment, the device handles cards at the 
rate of 100 per minute. A record is 
made in this way of customers whose 
electric consumption is in excess of 
a determined amount and whose ac- 
quisition of an electric range, with 
the lower rate applicable, might prove 
a marked economy. The fast schedule 
of operation makes possible the tabula- 
tion of information from bills at the 
time issued, whereas other methods 
might involve as much as 90 days de- 
lay. More than 8,000 items can be 
recorded on a reel of film 1-inch wide 
and but 3!/-inches in diameter and 
can later be projected on a screen; 
lists being compiled from this pro- 
jection. The entire operation of re- 
cording takes less than thirty minutes. 








Reno chen) 








S NOTHING LIKE THIS 
LUN® FISH 


WHEN THE SWAMPS IN WHICH IT LIVES 
DRY UP, THE AFRICAN LUNG FISH 
CRAWLS INTO A BURROW, PLUGS |T 
WITH MUD, AND BREATHES THROUGH 


SMALL AIR-HOLES. 





— 
2 NOTHING LIKE GULF 
ELECTRIC y-MOTOR OIL 






ITS THE QNE 
OIL MADE 
SPECIALLY FOR 
MOTORS 

OF ELECTRIC 
REFRIGERATORS, WASHERS AND | 
IRONERS. OPENS BIG NEW MARKET 
FOR YOU. (TS ADVERTISED IW COLLIERS 

| eavenewy— STOCK IT Now| J 











EVERY 
KITCHEN 
A PROSPECT 







No. 1841 

Pat. Pending 
GAS-ELECTRIC 
RANGE LIGHT 


Instantly attached . . ._in- 
stantly removed. . . 
Faries ye 
Light can ifted to any 
~ A on the range splash board 
or cabinet lid. The balance weight 
and convenient adjusting —_— 
hold the lamp in a vertica i 
tion at all times. Fureishes in 
White, Ivory or Black enamel, 
all with Chromium plated, syn- 
thetic porcelain lined shades. Suit- 
able & lamps up to 75 watt. 
Wired with 9-foot cord. Shipping 
weight 61, pounds. 


The Faries Range Light is truly a 
kitchen necessity. Any housewife will 
like it because of its beautiful design, 
its attractive appearance in the kitchen, 
its easy cleaning quality, and its full 
even light properly directed onto the 
stove areas. The Faries Range Light 
makes cooking easier for the cook does 
not work in her own shadow. 


DECATUR, ILLINOIS 
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“LET'S GO PLACES | 
—IT’S MY 


25™ ANNIVERSARY!” 





/@34302 
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THE 2574 ANNIVERSARY 
ESTATE Electric Range gives 
you plenty to celebrate... 
ESTATE DEALERS went places 
with the smart 1/935 Estate 
They’re still 
celebrating that sales boost of 
285 per cent over 1934. But 


Electric Range. 


what they’re getting excited 
about right now are these new 
1936 beauties—the new super- 
smart, super-modern, super- 
selling 1936 Estates, designed 
to celebrate the 25th Anniver- 
sary of the Estate Electric 
Range. Ranges that have 93 
years of range-building experi- 
ence behind them. Ranges that 
have the biggest selling year in 
their history ahead of them. 
For these 1936 Estates set more 
than a new style standard. 
They take the trick out of elec- 
tric cookery. With balanced 
oven heat and single dial con- 
trol and other exclusive Estate 
features that let you talk elec- 


tric ranges in a woman’s own 


6 Letters That 





language. 


ESTATE 


ELECTRIC RANGES 


Made by the ESTATE STOVE Company, Hamilton, Ohio 


Keep in Step with Estate—and 
You're in Step with the Times 
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Sell Ironers 


A series of six simple, short, shappy 
sales letters proved to be the best 
selling medium on electric ironers 
(Westinghouse) that the Bronson 
Electric Supply Company, Evansville, 
Indiana, has ever used. Here are 
the letters: 


LETTER No.1 
All ironing is flat work. You iron 
shirts, children’s dresses and ruffled 
curtains on a flat board with a flat 
iron. 


LETTER No.2 
All ironing is flat work. Ironing 
actually consists in converting gar- 
ments into various flat areas over 
which you run the flat iron. 


LETTER No.3 
All ironing is flat work. It is your 
deftness in converting garments into 
various flat areas that makes you a 
good ironer, not your ability to juggle 
six pounds of pig iron. 


LETTER No. 4 


All ironing is flat work. You can 
run the same flat area that you lay 
on your ironing board through an 
electric ironer because it is specially 
built for that purpose. 


LETTER No.5 
All ironing is flat work. Why not 
sit at ease and iron on an electric 
ironer instead of standing and lifting 
a ton an hour? 


LETTER No. 6 
Our representative will call on you 
on —~————. We hope you will ex- 
tend him the courtesy of an interview. 


Ralph T. Bronson, proprietor, said, 
“The letters were mailed on consecu- 
tive days. After the sixth day and 
sixth letter, a salesman called on the 
prospect, while the thoughts of iron- 
ing with an electric ironer were still 
hot in mind. The names were taken 
from our customer list on washers. 

“Letters were also sent to anyone 
we know had a washing machine, 
whether purchased here or not. Every 
user of a washer’is a good prospect 
for an ironer. Moreover, the field 
for ironer sales has hardly been 
scratched and it offers big possibilities 
for the dealer who pushes this prod- 
uct. 

“The letters were started in groups 
of 10 or 15 names so that our salesmen 
could follow them up immediately 
after the sixth day and sixth letter. 
Had we started all the letters at once, 
the men could not have followed them 
all up on the seventh day, which would 
have weakened our campaign. 

“Two men handle the follow-ups in 
connection with other outside sales 
work and to date have sold 61 ironers 
as a result of the campaign. Every 
dealer knows that the cost of procur- 
ing live prospects for a motor-driven 
appliance is substantial. If he has a 
user list on washing machines, he has 
ironer sales possibilities at little sell- 
ing expense. 

“Incidentally, I believe that more 
dealers could do more with ironers 
if they insisted that their ironer sales- 
men be able to demonstrate aptly. 


7HL CHROM 
PLATED FA 


Ih inch and 6 inch 





ORE emphatically than ever before, can it be said tHat 

there is a Diehl fan for every need. The 1936 line sparkles 

with variety, scope, value and saleability. New items have been 
added and existing models improved. 


The Diehl Manufacturing Company's years of experience 
in the design and construction of electrical equipment, and 
the exceptional mechanical ability of its parent company, the 
Singer Manufacturing Company, have been combined to pro- 
duce in Diehl Fans the same degree of excellence characteris- 
tic of the incomparable Singer Sewing Machines. 


The trade will welcome the assurance that Diehl Fans for 
1936 will continue increasingly to build good-will and profit for 
distributors and dealers. 


Write today for your copy of the 1936 catalog. See for your- 
self the advantages of selling Diehl Fans. 


DIEHL MANUFACTURING CO. 
THE SINGER MANUFACTURING CO 

Elizabethport, N. J. 

Zoston - ¢ Te Dallas : New Yor Phil 
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You canfit 
CT acelitel= 
with these four 
assemblies of 


CHROMALOX 


Super-Speed 
RANGE UNITS 





im size 


standard 
but the adaptor rings which snap 
over them are in sizes and types to 
range made. Think 
simplified service to 
or to the dealer who 
engages in the profitable business of mod- 
ernmizing « leetric 


four unit assemblies are 
made 
ht openings in any 
what this means in 
the power company, 


ranges 


In a two-foot square box, a service truck 
ean carry the unit. required to meet prac- 
tically any top burner replacement need 
and to fit a unit in place then and there. 
on the “pot 


The Chromalox Super-Speed unit has 
feature of “two-burners-in- 
one.” provided by heating the inner 
both inner and outer 
Remember, this unit has a flat 
metal top, clean, quicker to 
transmit heat, resistance element 
completely protected against injury 
Causes 


the exclusive 
burner alone, or 
burners 
easier to 
with 


from outside 





Get the details on the 
sales campaign 


We will help you to put on a successful 
range modernizing campaign Use the 
foupon 


FDWIN L. WIEGAND COMPANY 

$25 Thomas Bivd., Pittsburgh, Pa 
Without obligation, send us complete 
data about Chromalox Super-Speed Re- 
placement Range Units and how we can 
make money selling them 


Name 


Position 
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salesman is constantly widening his 
personal clientele. As a matter of fact 
the thing pyramids, and within a re- 
spectable length of time the successful 
appliance salesman finds himself in the 
same enviable position as the success- 
ful insurance salesman. In other 
words, his customers are working for 
him. 

When it comes to new ideas that is 
another story. There may be new 
ways of accomplishing an objective— 
but the principle remains the same. 
For example, the telephone canvass is 
an excellent way of making these 
twenty-five contacts every day. I have 
known dealers who insisted on their 
salesmen telephoning a given number 
of prospects every day. A very satis- 
factory average of calls was turned 
into demonstrations, and these re- 
sulted in the usual average of sales. 

Which reminds me of something 
that may be a record. An electric sign 
has been in use in the display window 
of the Union Electric Light & Power 
Company of St. Louis continuously 
for twenty years without a change. 
This sign reads, “Here are forty ways 
to get help and gain time. Do your 
housework electrically.”” Always in 
this window are forty appliances— 
never more and never less. This 
Utility found this simple window dis- 
play the best pulling display it had 
ever used, and naturally continued to 
make it work. 

I do not recommend this operation 
as typical or ideal. It will not always 
be as successful as it has been in this 
instance. Change is often necessary, 
because even good things can be done 
to death. But in changing let us re- 
member to keep the fundamental 
principle in mind and continue to use 
it despite any variations we may in- 
troduce to bring it up to date and 
make it fit the conditions of our own 
community. 

The dealer anxious to make money 
should adapt a plan. The only differ- 
ence between a mob and an army is 
that the army is organized and has an 
objective. The dealer who goes into 
business simply to sell washing ma- 
chines, ironers, radios or what-not, is 
comparable to the mob. He wants 
to do something but he isn’t organized 
to accomplish it in the best and quick- 
est way possible. Once he adopts a 
plan he is then dictating to circum- 
stances instead of being blown by the 
winds of circumstance. 

I venture to assert that any dealer 
who does these five things consistently 
and persistently will make an out- 
standing success. 

He must know his market. 

He must adopt one or several 

methods of getting leads. 

3. He must adopt one or several 
methods of getting demonstra- 
tions in the home or in the 
store. 

4. He must adopt one or several 
methods of closing the sale. 

5. Whatever method he decides 
on in each of these classes he 
must continue’ to follow for 
a period of at least six months 
without deviation. 

To that dealer, success is a practical 
certainty. 
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We are large, dependable refrigeration supply dis- 

tributors carrying a large stock of nationally known 

parts and supplies. All shown in a new complete 

net price catalog—gladly sent on request to re- 

frigeration dealers and service companies. Write 
ay om your letter-head 


Hd NEW 1936 Catalog 
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The HARRY ALTER £0../nc 





est Line 
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Lat CONDITIONING 


wer”’{ COMMERCIAL 


Main Offices 
1728 S. Michigan Ave. Chicago, III. 














Sell Faster—GOODRICH ROLLS—Cost No More 


Goodrich 
oe 


Send for New Catalog of Rolls, Belts and Parts. 
SERVALL CO., 4409 Seyburn Ave., Detroit, Mich. 








Vacuum Cleaner Rebuilders 
Used vacuum cleaners ible f 
All Makes, Hoover, Eureka, etc. 


Any q y- Prices. 
Write for catal 
REBUILT MACHINES PARTS 
Machines bought and sold. 
ACE APPLIANCE co. 
3012 W. Cermak Rd. Chicago, Ill. 











ARMATURE 
REWINDING 


Motor Repair — All Types 
We stock vacuum cleaner parts. 
Write for prices and Catalog. 
WILLMAN ELECTRIC Co. 
12506 Dexter, Detroit, Michigan 











“Keep it running,” 
count. 


running order. 


“KEEP IT RUNNING" 


Satisfactory operation is a real contribution to customer satisfaction. 
and she'll come back. It’s the repeat sales that 


Parts, Services and Accessories can play an important part in 
building your business. It can keep you posted on where to obtain 
your requirements in keeping your customers’ appliances in good 
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DISPLAYED 
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New Advertisements received until the 15th 
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REPRESENTATIVE AVAILABLE 


Weil established sales agency with fifteen years’ experi 
enee contacting department stores, jobbers and utilities, 
want good specialty or line for Chicago territory. K. A 
556 Electrical Merchandising, 520 No 
Chicago, Ill 


Michigan Ave, 


Sales organization over %0 years’ experience catering to 
jobbers, dealers——clectrical field, having office and stock 
room facilities desire to represent exclusively manufac 
turers of standard lines. HK. A. 557 Electrical Mer 
chandising, 330 West 42nd Street, New York City 


POSITION WANTED 


EXPORT EXECUTIVE, long experience, presently em 
ployed New York exporter, would prefer employment 
with manufacturer New York or New England. P. W 
555 Electrical Merchandising, 330 West 42nd Street, 
New York City. 





WANTED 
Representative: Automatic Coal Burner 
Pioneer maker of nationally advertised automati: 
coe! burner has attractive proposition for a field 
representative in this area. One who can ¢ 
& job with present dealers and add new dealers 
to earn a liberal commission. Ample opportunity 
for advancement with leading manufacturer in th: 
fastest growing industry. Address reply to 
R. W. 554 ELECTRICAL MERCHANDISING 
520 No. Michigan Ave., Chi mM. 











NEW ADVERTISEMENTS 


and changes of copy must be received 

by the 18th of the month to appear in 
the issue out the following month. 
Address copy to 

The Departmental Advertising Staff 

ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York City 
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watches for signs of financial worries 
or depressed spirits and takes pains 
to eliminate these obstacles in the path 
of efficient selling. 

As may be seen in the sketch a 
good deal of space is devoted to ser- 
vice. Charlie puts a service call ahead 
of a sales call in importance—says, 
“Put service ahead of sales and no 
dealer need worry about sales. They 
will come naturally.” A 24-hour ser- 
vice is maintained for heating equip- 
ment and refrigerators and up until 
10 o'clock in the evening for radio and 
other appliances. 


Milk Coolers 


“In the past year I have built up 
quite a business with farmers in milk- 
coolers” said Reynolds. “Farmers get 
a price 16-2/3% higher for Grade 
A than Grade B milk. It must arrive 
at the dairy at a temperature of less 
than 50 degrees to meet Grade A re- 
quirements. To cool sufficiently in the 
summer natural springs do not work, 
they are less convenient and uncertain. 
We have bought boxes and connected 
units in our shop to make package 
items. This means 15 minutes instead 
of all-day installation jobs. As a result 
we have made 38 coolers sales this 
year.” 

Asked to comment on conditions 
this year, as he sees them Mr. Rey- 
nolds said. 

“The electric range business is rap- 
idly becoming a major item. 

“We have sold them this year in 
the face of power company competi 
tion on a 4 point foundation—a belief 
that our product is better—equal terms 
—that we render service—and not dis- 
illusioning those people who believing 
that unpaid appliance bills means that 
current is shut off. 

“Also on this basis we did twice 
the refrigeration business of the pow- 
er company. 

“Radio, in spite of delivery difficul- 
ties, looks better than it has for the past 
three years. The average unit sale 
price is rising with more console than 
table model sales. Metal tubes have 
been quite a factor. 

“Probably the most significant re- 
mark I might make is that three new 
Fords and one Pontiac have been 
added to my fleet of trucks.’ (See 
picture ) 

As we left the shop we noticed 
some old ice boxes in one corner of 
the yard, asked about them. 

“Well, I tell you, that pile of boxes 
saved me some real money this sum- 
mer. Somebody started a price war by 
allowing in some cases as high as $50 
for old boxes on trade-ins. Those 
boxes over there are being saved for 
charity—have been for years. When 
this war started we merely advertised 
that due to our policy of turning over 
trade-ins to charity we could not al- 
low such amounts. We didn’t lose a 
sale or have to raise our allowance in 
a single instance as a result.” 
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An offer from 
PROCTOR 
that s your profit 


OPPORTUNITY 


Here's a combination that’s a sure-fire 
sales builder! The Proctor 1000 watt WITH THIS 


plus a 75c cord support . .. both for 
$6.95, and the customer's old iron, 
pricedtoyou accordingly. Putona seven 
weeks’ campaign before this offer is 
withdrawn, and we'll supply irons and 
cord supports packed together, along 
with special displays, folders, and news- 
paper mats /ree. Get details from your 


Electric Co., 7th & Tabor Rd., Phiia., Pa. 





IRONS - TOASTERS - WAFFLERS 





Speed Iron, retailing regularly at $7.95, EXCLUSIVE COMBINATION 


Faster Heating Unit 


* 
Safer Heat Control 


jobber, or write Proctor & Schwartz Trouble-free Built-on 
Cord Connection 


P R Oo Cc T Oo R Comfortable, Cool, 


AUTOMATIC Cork Handle 
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FOR NEW BUSINESS! 


4 NEW ReM FANS 
Built ts Blow Sates Yous Way 


No. 1—The new R & M DeLuxe Fan 
(10-inch oscillating) —at right: New- 
type quiet blades deliver tremendous air 
volume without air hum. Modern styl- 
ing; rich silver-bronze decoration. The 
quality leader! Price $14.45, the same 
as other quiet type 10-inch oscillators. 





Z No. 2—Get the business of stores, offices, 
_Y restaurants, etc., with R & M Air Circu- 
lators—at left: Made in floor, counter, 
ceiling, and side-wall models. Patented 
blade tip greatly increases 
air delivery. 


Gi egy 







ior Kitchen Ventilator. Illustrated 





No. 3—There’s big money 


No. 4—A marvel of ~ pa ne eng me jobs 
otel kitchens, laundries, in- 

economy the new R&MJun- dustrial plants. Sell them 

husky R&M “Bucket Blade” 


» above. Fits any window. Retails for ae ght led en- 
$4.95. Every housewife’s a prospect! [ijustrated above. = 


Sell the R & on Line! Write for new 1936 Catalog 


Robbins & Myers 


Founded 1878 


Robbins & Myers, Inc. 
Springfield, Ohio 





The 


Robbins & Myers Co.., Ltd. 


Brantford, Ont. 


FANS « MOTORS « HAND AND ELECTRIC HOISTS AND CRANES 
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The Merchandising Month — By |. £. Moffort 


The Weekly Contact Plan 


Details of a program for the retail salesmen thot will give him o minimum 


of $264 a month earnings — By Gerald E. Stedman 


How Ranges Are Sold in the Pacific Northwest 


The 1935 merchandising experiences of the important power companies in 
the territory By Clotilde Grunsky 
Washer Men 





A page of personalities candid-camera-ed at the annual meeting of the 


Americon Washing Machine Monufacturers Association 


A Charted Sales Plan 


How the S. H. Cohen Company, Houston, Texas, sold 450 refrigerators in 
in 1935 at an average unit price of $267.50 


Separate Meters Prove Economy of Electric Kitchen —8y &. M. Ripley 


The Selling Hall of Fame 


Retail appliance salesmen who have made outstanding records 


Battery Radio Brings Out a New Baby 


A quick look at the wind-charger business 


Displays That Sold Goods 


Some prize winning windows in EEI's Electrical Housewares Week Window 
Display Contest 


What Constitutes a Good Wringer 


A trip through a wringer foctory and on analysis of the materials thot go 


into making washing machine wringers — By Herbert Chase .M. E 


Service Means Sales 
Charlie Reynolds of Binghamton uses his service deportment as a lever for 
new applionce sales — By Lors Ekwurzel 

Convention Time 


Some action photographs from the Kelvinator, Leonard, Sparton, Frigidaire, 
Fairbanks-Morse and Crosley Sales conventions 


New Positions of the Month 


Your Share of Billions for Building 
The boom in residential building brings about a new market for electrical 


fixtures, automatic heating, kitchen and home loundry—By Roi Woolley 

Is Electric Heating Next? 
With whole towns being heated by space heaters, this article answers the 
question os to the future market for surplus power 


The Man No Woman “Noes” 


People's Outfitting Company in Detroit use some unique methods for getting 
appliance business — By T Blackburn 


ym F 


No More Shushing About Service 


Repair Business Poys for itself 
Editorials 


A Review of New Products 
A description of 35 new devices and models which hove appeared on the 


market during the past month — By Anna A. Noone 


On the Record 


News of the month condensed for quick reading 





Cost Selling Threatens Future of Stoker Selling, Says Distributor 


Have You Too Much “Nose” for Selling 


A washing mochine sales executive gives the retail salesman some important 
points to remember in selling — By John M. Wicht 





Out of the Hat 


What to do when the reguor sales routine is exhausted 
Service Section 


Six Letters That Sell lroners 











merchandising itself but cooperates 
with dealers. Its range quota for 1935 
dealer sales was 480 ranges. Sales 
and connects to the first of December 
had amounted to over 800. Of these 
actual dealer sales were probably 
about 600. 

The number of dealers who have 
participated in range selling has in- 
creased by 22 since the beginning of 
1935. At the present time department 
stores are doing about 35 per cent of 
the range selling, furniture dealers 
and specialty stores about 50 per cent, 
the balance of 15 per cent being sold 
by small dealers who sell from one to 
six ranges a month. 

The Northwestern Electric Co. does 
considerable advertising for dealer sales 
entirely. Jas. B. Buman, manager 
of residential sales, expressed himself 
as disapproving of such ideas as rental 
of ranges or dealer financing. He 
says, “We believe they establish bad 
business practices and are unsound in 
their ultimate effects. They are apt 
to leave such impressions as of great 
financial octopuses for which the cus- 
tomer really pays over a long period.” 

A three-month experiment in free 
wiring was also conducted by the Pa- 
cific Power and Light Company, the 
third company having headquarters in 
Portland, serving communities in 
Washington and Oregon. This com- 
pany, however, states that as its gen- 
eral policy it does “not feel justified 
in promoting free wiring, but prefers 
to sell the idea of electric cooking.” 

An almost continuous sales activity 
in electric ranges was kept up through- 
out the year. During the Jan.-Mar. 
campaign 216 ranges were sold with 
a quota of 125. From April to June 
the free wiring offer was in force and 
548 ranges were sold (quota 295). 
From July 8 to Sept. 7 a quota of 
150 ranges resulted in the sale of 
103. Sept. 16 to Nov. 15 brought 137 
range sales as against a 194 quota. 

The present saturation of electric 
ranges amorg the company’s 45,665 
domestic consumers is 19 per cent and 
the total number of ranges added to 
the lines during 1935 was 937 (Dec- 
ember estimated ). This compares with 
a total of 441 ranges sold in 1934. 
Dealers were responsible for the sale 
of 251 ranges sold in 1934 and for 
506 ranges in 1935, or about 54 per 
cent of all sold. The Pacific Power 


Ranges in Pacific Northwest 
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and Light Company does not believe 
in rental of ranges. It does no dealer 
financing, but does emphasize dealer 
sales in all advertising. Dealers are 
kept advised of all campaigns in ad- 
vance and frequently join in tie-in ads, 
A four campaign continuous range 
selling policy will be continued 
through 1936, for which a quota has 
been set of 950 ranges. 

The British Columbia Electric 
Railway Company of Vancouver, B.C. 
has adopted a slightly different policy 
which reaches a similar end in a dif- 
ferent way. Its slogan has become 
“You pay like rent”, the idea being 
that all range charges are included in 
one lump sum of $2 per month pay- 
ments. This includes wiring also. 
Ranges are sold for an installed price 
of $160 (automatic timer $15.85 ex- 
tra) or for $120 if no wiring is re- 
quired. In this case the basic charge 
is $150. The first three months’ pay- 
ments are made on purchase, no pay- 
ment being then required until the 
fourth month. When the customer has 
paid all but $30 of the total sum, 
the remainder is cancelled by the com- 
pany and title given for the range, 
the final price thus being $130 for 
range and wiring, or $90 for the 
range alone. Dealers also sell on the 
same terms, being allowed $12 as com- 
mission, to be paid in semiannual in- 
stallments of $3 each, commencing 
six months after installation. The 
power company salesmen are available 
to assist dealers in closing sales. In 
case of repossessions, the unpaid re- 
mainder of the dealer’s commission 
is cancelled. Trade-in allowances are 
made on coal ranges to apply on the 
last payment. If the contract is can- 
celled before full payment, this al- 
lowance is lost. This policy has been 
in force since March of 1935. 

In general it may be said that 1935 
in the Pacific Northwest marked a 
new step forward in range selling— 
the advance, that is, from sales to the 
well-to-do, to sales to the average man. 
Some companies attacked the problem 
by reducing prices and lowering terms 
and others by free wiring offers, but 
practically all found some way of 
reaching the man in the lower income 
brackets. The result has been every- 
where exceeded quotas and almost uni- 
versal predictions of increased sales 


for 1936. 











“YOO, HOO, MRS. MURPHY—HERE'S YOUR WAFFLE IRONI” 
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“HOW MANY 


REFRIGERATOR LINES 


DO YOU HANDLE?” 










“Take a tip from one who knows: Any refrigerator manu- 
facturer can offer discounts— but none can guarantee net profit. 
I used to handle two lines of refrigerators and pushed the one 
that gave me the longest discount—and what a headache! Service 
expense cut into my profit, slow turnover ate up the rest, customers 
complained, and I \ost all around.” 





The New 1936 GENERAL ELECTRIC 
Refrigerators are now ready 
for display .. . 


New Cabinet Styling . .. New Convenience Features... 


New Low Operating Cost. A complete line—Monitor | 


Top, Flatop and Liftop models—any size, any style, 
any.price! With General Electrics you only need the 
one line for a complete display and complete price 
range. And, instead of the usual 6 or 7 stock turns, G-E 
Refrigerator dealers average 12 stock turns a year. 


The G-E sealed-in-steel mechanism—long famous for 


its dependable, trouble-free performance at low cost | 


—now gives “double the cold” with 40% less current. 


General Electric Company, Appliance and Merchan- 
dise Dept., Section DE2, Nela Park, Cleveland, Ohio. 
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